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a mother is prouder still of her children’s appearance. 
She’ll deny herself without end that they may be 
smartly, comfortably and correctly dressed. 


N: matter how proud she may be of her own person— 


Too little attention has been given children’s shoes in the past. 
Comfort, of course, is a fundamental requisite; but VULCAN 
maintains that comfort can come in a smart package. VULCAN 
further maintains that the shoe manufacturer who gives child 
styles the attention they deserve and offers his dealers comfort 
and fit, PLUS a smartness that appeals to the child and wins 
the mother, will make money for himself and his dealers. 
Remember—the way to a mother’s heart—and PURSE—is 
through her children. 


Expert VULCAN stylists devote much of their \ ] 





time and study to the market of growing feet 
—know what is needed—have created lasts 
that are daily proving themselves for leading 
shoe manufacturers. Vulcan Corporation, 14 
Second St., Portsmouth, Ohio, U. S. A. 





\VVULCAN 


WOOD HEELS AND LASTS 








BEAUTY p/us PERRORMANCE 


Celastic builds the style and beauty of 
the designer’s creation into the toe of the 
finished shoe. Perfect reproduction, how- 
ever, means but little if the style lines can- 
not be preserved. Through its unique fusing 
qualities, Celastic moulds the upper, lining, 





and doubler into one unit, fully protecting 


the original style lines and giving the toe a 





durability that allows it to serve throughout 
the life of the shoe. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 





THE QUALITY BOX TOE 
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—Cost no more than 
they need to—to be the 
fine shoes they are. 
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We've Taken the 


HIGH 


ROAD 


In times like these, two courses are open to a 
shoe manufacturer. He can follow the will-o’- 
the-wisp of price reductions or he can capitalize 
on present conditions to put more quality into 
his shoes while maintaining a basis for fair 
retail prices. 


Pedigo-Lake chooses to follow the latter course, 
feeling that a shoe merchant who deserts quality 
now will find it difficult to win back prestige 
later. 


The Public does not seek cheaply made shoes 
but smartly-styled, well-fitting shoes that keep 
their good looks—at a reasonable price. Pedigo- 
Lake meets all these requirements by offering 
today the greatest values ever seen in the $7.50- 
$8.50 quality price range. 


Our salesmen are now presenting the 

Pedigo-Lake spring line for 1932 to the 

trade. Do not make any decisions until you 
U rz seen their samples. 


| | Pedigo -lake Shoe (2. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 








a Footprints —~> 


More than one hundred and twenty million pairs of human 
feet are making history in America every day. Footprints on 
the path of time! The familiar top-boots of Uncle Sam are 
seven-league boots. They cover every State of the Union. 
Their errands dramatize human life. Upon land and sea and 
sky they carry to a daily conclusion the activities of a great 
nation. Footprints made by American shoes! For in this far- 
flung land, human feet have never been clothed with such 
beauty and comfort, nor protected with such skill and work- 
manship as they are today. Shoes that are acknowledged 
throughout the world as the expression of our national ability 
to excel. The product of men, material and machines, yet in 
every sinuous line and clinging curve, proclaiming their own 
trademark, “Made in the United States.” The Shoe Industry 
can justly claim a place of leadership in achievement and 
invention. Its industrial effort has been sustained and fortified 
by machinery of amazing ingenuity and mechanical perform- 
ance; the historical development of some 450 separate kinds 
of machines; these, scientifically perfected and constantly 
serviced for effective use to the Industry at large. Creative 
genius has placed upon the feet of the American people 
footwear of which every citizen may be proud. 


~~ . 


United Shoe Machinery Corporation 
Boston, Massachusetts 


uke 


























To Sell More Galoshes—PROFITABLY 


It can be done even in the face of “distress” and “job” competi- 
tion. That’s why the new BALL-BAND Indiana Satin-Finish is 
“the most-talked-about creation of the year.” 













There has never been anything like this Satin-Finish before. 
It has a glow of life that enhances slim and graceful lines, that 
emphasizes perfect tailoring—that will inspire your salesmen and 





Galoshes display men. It has an “air” of style, an individuality, an exclusive- 
ness that makes it profitable to include it in your plans for merchan- 
Rubber s dising your finest lines of shoes. This NEW Satin-Finish places 
Arctics the selling of galoshes and rubbers on an entirely new “profit” level. 
Tennis Samples sent on order, or a Catalog giving you more complete 
Etc. details. 





Mishawaka Rubber & Woolen Mfg. Co. 


280 Water Street, Mishawaka, Ind. 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A, Brattleboro, Vt. 
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A Big Year for Sport Shoes 
PLYTEX and REALITE 


Rubber Sport Soles Are Exceedingly Popular 







A Firm, High Quality, Excellent Wearing Product 
prominently displayed on many lines of SPORT SHOES 






BUY EARLY <= > BUY QUALITY — 








Simplify your sales problem—Remove all doubt 


Specify Essex Rubber Sport Soles 
ESSEX PLYTES 


AND 


ESSEX REALITE 


are the two outstanding values 
























Manufactured by 


ESSEX RUBBER CO., INC. 


Boston Branch 


N. Y. Branch 
258 Broadway Factory, Trenton, N. J. 30 South St. 































5555 Black Kid Corded Kangaroo Tip 


BANKER 


AA to EEE 






GE Black Bid .......scccccsccccvcccesccccccces $4.50 
856 = Kid, with Arch Support Insole........ 4.85 
@ Brown Bid 2.2.2.5 cccccccccccccccccccccces 4.85 


COMBINATION 


AA to E 











of ee EM. ane. Tine Dibuiuchydes éhbene<ss 
ve wi ju t Insol 
80 Black Calf ....-..... eituse 


ORTHOPEDIC 


AA to E 


30 Tan Calf, Le gy Viscol Sole............ $3.85 
50 Black Boarded f, Overweight Viscol Sole.. 3.85 
70 Black Kid, Kane, "Tips pec ccecccoccceesoccs 4.50 

$70 Same as above. Arch Support Insole........ 4.85 
K74 Heavy Black Kangaroo Viscol Sole.......... 4.50 


POLICE SHOE 
No. 11....84.00 


AA to EE 
i _ Galt Long 
inter, Viscol- 
faea overweight 
double sole, Bar- 
bour Stormwelt 
Police 
Shoe. 


lee eee 
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A Good Profit and 
Repeat Sales 





H. Z. DARVAS 


Eastern N. Y. & N. J. Representative 
for 
MUSEBECK SHOE COMPANY 


Brooklyn, N. Y., Oct. 28, 1931. 
Dear Mr. Musebeck: 


Replying to your request for two 
outstanding reasons why Musebeck 
Shoes have increased in sales in 
my territory the past season. The 
reasons are that our shoes give the 
dealer a good profit and repeat 
sales. 

There never was a time in the 
history of the shoe business when 
it was more necessary for the 
dealer to have a line of shoes that 
will pay a regular dividend. Our 
dealers are able to merchandise 
Musebeck Shoes at a gross profit of 
40 per cent or better. 

Repeat sales mean satisfied 
customers. The quality materials 
used in our shoes plus the built-in 
comfort of the Musebeck Double- 


' Arch Wear-Straight construction 


has built up for our dealers a large 
following of men who are saying, 
“Give me another pair just like 
these.” 

In New York City and metropol- 
itan district, where a war of price 
cutting seems to be raging at its 
height, our dealers have recog- 
nized the fact that Musebeck Shoes 
do not have to be sold on a price 
appeal; they are sold for just what 
they are, the best line of men’s 
dress shoes and oxfords in Amer- 
ica that are retailed from $7.50 up. 
Quality shoes are winning out in 
the struggle for permanent busi- 
ness. 

Very truly yours, 


H. Z. DARVAS. 














CUSTOM 


AAA to E 







CBF Tam Call 2... .ccccccccccccccccccccccccccecs 4.60 





WALL STREET 


AAAA to E 


$014 Black Calf Arch Support Insole..........+- $4.85 

O14 Black Calf .....ccccccccccccccccccceccsccs 4.50 

CS Tam Call .nccccccccccccsccesccccccccceces 4.60 
BLU-OXFORDS 

$04 Black Calf Arch Support Insole.............. $4.85 

OS Brown Eid ...cccccccccccccccccscccscccccce 4.85 

So” ear rrr rr rer rr ere 4.50 


COMBINATION 


Aio E 






060 Black Kid, Kang. Tips 
be 4 Same as above, Arch Seopert Insole........ 4.85 










rown ED dea déusgeduada couendieveusbeies 4.85 
ooo BE GEE veccedcssccccsvescesceessoeecs 4.50 
CBS Tam Calf ..ccccccccccccccccccccvccvccccece 4.60 


BANKER 


AA to E 







CBB Black Kid ....cccccccccccccsccccccccccces $4.50 
8056 — Kid, Arch Support Insole............ 4.85 
046 B MID saacccdetenscsucacvartancteacase 4.85 
BROUWER 
RESEARCH 
No. 100 


AA to E 






0170 Black Kid, ........ccceecccccceeeeeeeeee $4.50 
7B BTOWR MIG... cccccscccccccs caccccccore 4.85 
$0170 Black Kid, Arch Support Innersole........ 4.85 








11) BD 


7.0 WD 


USTOMERS today are more 

far-sighted than ever be- 
fore; they think twice before 
they buy, because they’re shop- 


_ ping for good value at economy 





prices. 

Naturally, they expect the 
shoes they buy to be stylish, 
comfortable, and well-built of 
good materials. But, more than 
these, they know that a tough, 
long-wearing sole means a lot 
in adding life to a shoe. 





You can please people of this 
sort by selling them shoes 
equipped with Goodyear Wing- 
foot Soles. No soles ever built 
will give longer wear. 

Warm, waterproof, sure-footed 
— these resilient soles are just 
the thing for active people — 
mailmen, policemen, salesmen, 
workers, and children—for the | 
vast market of thrifty customers 
who insist on value received for 


every penny they pay. 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov, 21, 1931 




















NO 
MARRED 
FLOORS 








TUNE IN? 
Goodyear invites you to hear: 
John Philip Sousa and his Band 
.--Arthur Pryor and his Band 
---Goodyear Quartet and 
Concert-Dance Orchestra — 
every Tuesday at 8:30, every 
Saturday at 9:00 p.m. Eastern 
Time over WEAF coast-to-coast 

Network 


"mn 


{ine 





WINGFOOT SOLES 
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RIENDG........ 


Instead of being old shoes they are old friends. For a whole year they've 
tussled their way on crowded streets, onto street cars, up and down stairs, 
around the office, out in factory shops and warehouses. But the upper 
leather of Gallun vegetable tanned Calf tells no story of failure. . Still true in 
shape and shade, more responsive to polishing than ever, still full of invigor- 
ating foot comfort, these fine uppers seem to deny the real age of the shoes. 


GALLUN LEATHERS 1's2x3, Stenderds of Excellence 
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Natural Wants—Sold Regular IN THIS ISSUE 
‘*"T’HERE’S a story that out in Holly- 
wood a talkie studio wanted to re- 
produce the sound of water pouring 
from a barrel onto some boards. High- | Voice of the Trade..................-- -Observations and Comment.......... iH 
priced technicians tried everything 


from pouring buckshot on a drum to Manufacturers Association Meets 28th Annual Convention at Hotel Com- 


rock salt on a newspaper. Finally a d 14 

diivdiiius ditmdek ube wc try ; WOME iis nvocknesassceedseeea 
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Let’s do the obvious—first—let’s have 
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vious reasons for selling winter weights | From the Editor’s Angle................ By Arthur D. Anderson...........++- 24 
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\More 


margin 
To play 
with | 


In practically all communities shoe merchants face keen competition in fine-grade 
men’s shoes... Naturally, the dealer who commands the greatest margin of profit 
to work on has a distinct advantage in competition ... Stetson factory prices enable 
the Stetson dealer to control the situation. They provide a clean 40%—or more— 
markup on popular retail prices for quality. This gives the Stetson dealer a decided 
edge... This supremacy also applies to quality. Not only are you able to offer the 
greatest value for the money; you have the exclusive comfort advantage of a 
PRE-WALKED SHOE. No “breaking in” Stetson smartness! ...Top all this off 
with the quick, dependable In-Stock service of Dept. 5 and in Stetson Shoes you’ve 
got the greatest fine shoe proposition in shoe merchandising. Convince yourself! Write 
for Dept. 5’s new catalog. The Stetson Shoe Company, Inc., South Weymouth, Mass. 


STETSON SHOES 


FOR MEN AND WOMEN 
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The VOICE of the TRADE 


Mary Pickford, 


aiding the jobless, remembers the 
time when to own two pairs of 
patent leather shoes at one time 
was her dream of glory. “I was 
walking down Broadway yester- 
day,” she said, “and was thinking 
how many pairs of shoes I had 
worn out pounding that pavement 
for a job. Prosperity and success 


and fame do not make one forget 
poverty and hunger and unemploy- 
ment. The job was terribly im- 
portant to me then. It may be ter- 
ribly important to somebody else 
now ; and that’s a good reason why 
all of us should do our best for the 
unemployment relief fund.” 





*x* * * 


Gres chains 
number 320, with a total in unit 
stores of 6099, doing a volume of 
$369,149,760. These figures have 
just been disclosed by the Bureau 
of Census for the year 1929. An 
outsider estimates approximately 
25 per cent reduction in all three 
classifications, as of today. The 
breakdown of the 1929 figures 
shows: Men’s shoe chains num- 
ber 24, with 505 stores selling 
$25,510,704; women’s shoe chains 
number 62, with 850 stores sell- 
ing $78,294,199, and 234 family 
shoe chains, with 4744 units sell- 
ing $265,344,857. 

Chains are classified as local if 
substantially all of their stores are 


Boot AND SHOE RECORDER 


located in and around some one 
city. Sectional chains are those 
whose stores are located in some 
one section of the country. Na- 
tional chains are those whose in- 
terests are broader than those of 
any one section of the country. In- 
dependents who operate two or 
three stores, and those who have 
built up small local branch systems 
whose stores are merchandised and 
supplied from the stocks of cen- 
tral parent stores rather than from 
warehouses or other centrai de- 
pots, are not classified by the Re- 
tail Census as chains and are not 
included above. 


* * * 


dd 
Roe Room O K,” 


is what T. E. Peters of Seattle, 
Wash., tries to get to help the sale 
of his golf shoes. He says: “Thou- 
sands of golfers more or less look 
up to their Pro, not only in the 
sense of his golfing ability but as 
to his foot apparel. With that in 
view, we have sold most of the 
golf pros around this part of the 


country, as I am a firm believer in 
the fact that most of the golf 
equipment is sold in locker rooms. 
If a store has a product and it is 
right, one golfer will tell another. 
The moral is, build your product 
so that it will get the ‘Locker 
Room O. K.’ You know that we 
have always taken a good deal of 
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pride in our sale of hosiery, golf 
shoes and findings. Not a man 
goes out of this shop that we have 
not shown hose or golf shoes to— 
unless he refuses to look, and even 
in that case we try.” 

x ok * 


N. F. Sullivan, 


the front part of the tandem team 
of Sullivan-Smith, shoe merchants 
of Mankato, Minn., knows his 
shoes. Several years ago, Sulli- 
van was an assistant boss in the 
making room of the Curtis factory 
in Marlboro, Mass. Itchy feet car- 
ried him to the fertile prairie coun- 


QUALITY 1S THE 
Ss Ee - 


MATL 


© PRICE 1S THE 


FACTOR 





try of Hiawatha. He now tells his 
customers : 

“We are protecting our patrons. 
Many dealers, yielding to the pop- 
ular demand, are selling inferior 
grades as ‘cheaper’ shoes. We still 
sell the best shoes that can be had 
— without extravagance, at the 
lowest possible prices and that will 
remain our fixed policy.” 

* * * 


Saks Fifth Avenue 
maintains that: “Good taste is not 
a matter of money. High fashion 
doesn’t mean high price. High hat 
is not a standard of price—it is a 
state of mind. If it is acceptable 
to smart people it is right no mat- 
ter how much or how little you 
pay.” 

The attempt to lift the customer 












out of a “price-complex” is being 
done with full-page advertisements 
emphasizing “high hat” in fashion 
even to the point of “high fash- 
ions snobbishly, ruthlessly, unmis- 
takably high hat.” 

Here’s an amazing attempt to 
bring back the old theme song: 
“Keeping Up with the Joneses.” 
It is being watched by all stores 
selling higher-priced merchandise 
as an experiment—testing whether 
or no in this depression there is 
such a thing as class distinction. 
The country over, higher priced 
merchandise of all kinds has suf- 
fered in the conflict of price and 
this last desperate effort seems to 
be based on: “High hat, and we 
are proud of it.” Time will tell its 
influence upon that division of the 
shopping public that has become 
less clothes-conscious and that now 
and then stages a “poverty party” 
for contrast purposes. 

* * 


Leet, of gold, 


and rose, and gray and other hues, 
cut in large rectangles, sewed to- 
gether with a big glove stitch and 
paneled here and there with metal 
covers the walls of a department 
in the Hollander store in New 
York and the story goes that a 
tanner who strayed into this temple 
of leather exclaimed: “I must be 
in the tanners’ paradise.” 
However, there’s a precedent 
for this display, which is a tribute 





and an honor to tanners, for ban- 
ners of leather were flung from 
the walls and balconies of the 
castles of old, and there’s a legend 
of a tanner who once had “a 
leather room,” indeed a library, 
whose walls as well as whose fur- 
niture and books were covered 
with leather of his own manufac- 


ture. 
* 


ok * 
More boots are 


being made in the J. J. Grover 
factory at Stoneham, Mass., and 








THE SHOE CLERK’S SATURDAY 


NIGHT 
By ERNIE MILLER 
E. W. Miller Booterie, Olathe, Kansas 


Sixteen hours of grilling labor, 
Moiling with a milling mob. 

Then the tossing hours till morning, 
And your nerves they jump and throb. 


Wanting sleep and getting torment, 
And your mind keeps mulling shoes, 
Like delirious dreams of dopers, 

Or demented daze of booze. 


Then at last in troubled slumber, 
Your mind cavorts in freakish dreams; 
Of the long, hot day’s experience, 
Concocting weird fantastic scenes. 


You'll see rows of bloated bunions, 
All dressed up like chorus girls, 
Corns like savage bands of tribesmen, 
Doing dancing, dervish whirls. 


Swamps of feet, perspiring, sticky, 

Soft corn lilies, in the swamp, 

Painful heels that throb like tom toms, 
While ’round the bank the natives stomp. 


Natives with familiar faces, 

Most of whom you recognize, 

And you try to reason with them, 
*bout their comfort, shape and size. 


Then you'll dream you're in a coffin, 
Shaped exactly like a shoe; 

With your pillow in the heel seat, 
And its all laced up on you. 


And the arch is pushing upward, 

Right into your aching back, 

There’s a wrinkle in the lining, 

Or have the bed clothes too much slack? 


Next you find you're lying crosswise, 
Feet are sticking thru a hole. 

Call the cobbler for the patching 
And the choir sings, “Save This Sole.” 





put into stock, for the orders on 
the stock department already re- 
ceived have depleted it; all of 
which shows that the high cuts are 
being worn here and there. 

They are just regular boots, lace 
style, and of fine kid leather, ex- 
cepting for a special line of seam- 
less boots, which are made for the 
convent trade. The sizes run up to 
No. 9 and the widths from A to E. 
The fact that the orders are run- 
ning on regular boots seems to 
militate against the once familiar 
theory that women’s ankles are 
getting thicker from the long wear- 
ing of low shoes. 


* * * 


N o school children 


of Milwaukee need go without 
proper shoes and warm clothing 
this winter, all because a request 
for shoes and garments has been 


answered by local citizens and shoe 

retailers, many of whom have con- 

tributed to the cause. Footwear 

and clothing is distributed to the 

needy by school nurses, who visit 

pupils and parents in their homes. 
* * * 


Sell each shoe 


separately. The next step forward 
in‘ merchandising is to sell shoes 
not in pairs, but as single articles. 
At least, that’s what Clark’s Dol- 
lar Stores, Inc., of Los Angeles, 





heralds in the grand opening of its 
shoe department. Some shoes will 
be offered the public at $1 each— 
which means $2 a pair, unless one- 
legged men come in and _ insist 
upon truth in advertising. 

Years and years ago, Elder Gil- 
dersleeve, Quaker, preacher and 
successful shoe merchant, em- 
ployed Elbert Hubbard to write 
for him several .advertisements 
The first one made a great hit the 
length and breadth of the country 
for it said: “One-legged men and 
women, ‘Attention.’ In our store 
you can buy one shoe, if that’s all 
you need.” By the strange law of 
averages, the Gildersleeve store 
found out that there were just as 
many men and women who had 
lost left legs as right. So mating 
sizes over a long space of time was 
no problem at all, at all. 

oes 


Embroidered silk 


baby shoes are not included in the 
commercial meaning of the terms 
“Boots, shoes or other footwear.” 
The United States Customs Court 
therefore finds no reason why it 
should change the 1930 tariff rate. 
The importers, W. R. Zanes & 
Company of Galveston and J. C. 
Mathews of Savannah, contended 
for a duty at 35 per cent ad val- 
orem under the shoe classification. 
The court inspected the samples 
and failed to find any visible line 
of demarcation between the upper 
and the soles of the silk baby shoes 
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so they were assessed 90 per cent 
ad valorem as embroidered ar- 


ticles. 
* ok * 


Pisccndliite springs 
were utilized as shanks in a pair 
of shoes made by the Weyenberg 
Shoe Manufacturing Company for 
a sixteen-year-old boy in Milwau- 
kee. In the specifications we find: 
Six pounds of materials, 246 nails 





to slug the heel, more than four 
square feet of sole leather, ten 
square feet of upper leather and 


sixteen square inches of counter. 


The young lad had never had a 
“fit” before. Prior to this time, 
when the largest size shoes that 
could be bought in a store had 
been purchased, the upper leather 
and box were cut away at the cap 
of the shoe so as to give him toe 
room. He will be properly shod 
for the first time. 
* * * 


Russell Belfield, 
son of T. D. Belfield of the W. H. 
Steigerwalt Shoe Company of 
Philadelphia, is spending a few 
months in the R. H. Fyfe store in 
Detroit. He is continuing his gen- 
eral research which has given him 
experience in some of the largest 
shoe factories in the country and 
in the largest retail establishments, 
both in this country and abroad. 
Mr. Belfield comes from a family 
of shoe people. His grandfather, 
W. H. Steigerwalt, established the 
company by that name in Philadel- 
phia nearly sixty years ago. He is 
the third generation in shoes, and 
by his studies in Detroit illustrates 
best the spirit of cooperation and 
friendliness that exists between 
the master shoe stores the country 


over. 
* * * 


Over 1000 items 


made wholly or in part of leather, 
are on display in the windows of 
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D. Low & Co., of Salem, Mass. 
The ten show windows of the store 
indicate that “nothing takes the 
place of leather.” To emphasize 
the display, a price for the three 
best written descriptions of it are 
offered, the prizes to be selected 


from the goods in the window. 
* * * 


The last of the 
line to step his prices down is El- 
mer J. Bliss of the Regal Shoe 
Company, operating 100 stores, 
and because of his stand a year 
ago we now get him to explain his 
retreat to the $5.85 battle line: 

“In the Dec. 13, 1930, issue of 
the RecorpDER I stated as follows 
our policy as to price reduction: 
“We shall adhere to our one fixed 
price of $6.60 until such time as 
investigation shows unmistakably 
that the market for our quality of 
shoe materials has permanently 
moved downward to a level that 
enables us to sell Regal quality at 
a worthwhile reduction from 
$6.60.’ 

“Of course, there are two sound 
methods of giving customers the 
benefit of reduced costs of ma- 
terials. One way is to put the cost- 
savings into increasing the quality 
of the shoes, and leave the retail 
price unchanged. This is better 
both for our customers and our- 
selves when the fluctuations in raw 
materials are merely the moderate 
up-and-down market changes from 
month to month or even season to 
season. 

“The other way of giving the 
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“Deacon, yer sole is in turrible shape.” 





cost-savings to customers is to re- 
duce the price for the shoes—as we 
have now done. This method is 
unquestionably better when it is 
clearly evident that the new low 
level of raw materials is here to 
stay for a considerable length of 
time. 

“Now that this situation has ar- 
rived, and particularly as it is ac- 
companied by a similar situation in 
practically all commodity markets, 
we believe the greatest benefit to 
the pocketbooks of Regal Shoe 
consumers lies in our supplying 
them with their shoes—of éxactly 
the same standard Regal quality as 
always—at a lower price.” 

ee 


or Herold, 


who operates California’s oldest 
shoe concern in San Jose, in his 
advertisements, has the cut of a 
soldier on duty telling: 

“GUARD THE VALUE. 
Shoes must first be right.” What 
better slogan could be adopted dur- 
ing these hectic days of price 
scrambling? And yet the sixty- 
two-year-old history of Herold 
Shoe Company reads that a con- 
stant watch has been maintained 
over this principle. 

“The great majority df shoe 
buyers has recognized that a pair 
of shoes purchased with the name 
Herold on it had to be right from 
the beginning. Nothing else will do 
even now. No matter how far 
down prices go, there will always 
be cheaper shoes than you would 
like to own.” 
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Better Values Possible 


Keynote by Roger A. Selby, Opening National 
Boot and Shoe Manufacturers Association 


Convention and National Shoe Display Week 


Vv Vv VW 


Ques Shoe Display Week 
with a one-day convention of the Na- 
tional Boot and Shoe Manaufacturers 
Association, proved a noble experi- 
ment. The story of the convention 
is herewith given in complete report. 
The first day of any show is one of 
preparation, so at the time of going 
to press we are unable to determine 
the buying capacity of the show. 
One hundred and seventy-five ex- 
hibits are open and ready for busi- 
ness. The sellers are ready! 

Short, but snappy and to the point 
were the sessions of the manufac- 


turers’ convention, staged in the 
Hotel Commodore, New York, on 
Monday. 


The morning session was sched- 
uled for a series of four group meet- 
ings, restricted to members, but the 
meager attendance caused the officers 
of the association to throw the four 
groups into one and each group chair- 
man was given a half hour for his 
subject. The various chairmen and 
their subjects, which were largely 
technical, were William G. Dodge, 
Dodge, Bliss & Perry Company, “Fac- 
tory and Industrial Problems” ; E. S. 
Gerberich, Gerberich-Payne Shoe 
Company, “Credit and Merchandising 
Problems”; Harry G. Johansen, 
Johansen Bros. Shoe Company, “New 
Grading of Shoe Sizes” ; and Charles 
EF. Moore, George E. Keith Com- 
pany, “Mechanical Equipment for 
Records and Pension and Benefit 
Associations.” 

The open meeting, held in the 
afternoon, was confined to the reports 
of committees and officers and two 
addresses on current business condi- 
tions. Dr. Julius Klein, Assistant 
Secretary of Commerce, drew a 
rather optimistic picture of current 
business, although being careful to 
venture no outright predictions. He 
did assert, however, the fact that 
the slowing down in business and the 
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fall in commodity prices has been so 
gradual, in distinction to the depres- 
sions of 1907 and 1921, gives basis 
tor the belief that the upturn may be 
sharper than many expect. 

The other principal speaker, Alvan 
T. Simonds, president of the Simonds 
Saw & Steel Company, Fitchburg, 
Mass., who addressed the shoe manu- 
facturers three years ago and was 
criticised for making predictions of 
a business slump at that time, played 
a return engagement. This time, Mr. 
Simonds, who is spending much of 
his time advancing the theory that the 
way to cure depressions is to prevent 
the bulges, was more optimistic on 
the general outlook. He predicted 
the abandonment of the gold stand- 
ard by the United States with the 
opening of the new Congress, and the 
possibility of inflation of our monetary 
system in an effort to speed recovery. 

President Roger A. Selby in his 
annual message said : 

“In a year that has witnessed from 
the very start a steady falling off in 
the output of most major industries, 
it is worthy of note that the shoe in- 
dustry is one of the very few to show 
a definite upward trend and an actual 
increase in production for 1931 over 
the corresponding months of 1930. 

“During the first nine months of 
1931 the Department of Commerce 
reports production of 253,046,551 


pairs of boots and shoes, other than 


rubber, which represents an in- 
crease of 5.3 per cent over the cor- 
responding period of last -year. 
Women’s shoes show an increased 
output of 3.6 per cent; misses’ and 
children’s, 7.3 per cent; fabric 
shoes, 83.6 per cent; and barefoot 
sandals, 40.2 per cent; while there 
is a slight decrease of 0.2 per cent 
in production of boots and shoes 
for men. 

“Unfortunately this increase in pair 
production, however, does not neces- 
sarily reflect an improvement in con- 
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Julius Klein and Alvan T. Simonds Analyze 
Business Situation and Outlook for Future as 
Manufacturers Meet in Convention at Commodore 
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ditions in the industry. In fact, some 
believe that it represents an unhealthy 
condition. There has been much said 
by writers on economic subjects, of 
improvement in the shoe industry ; 
but investigation indicates that these 
statements have been based largely on 
the increase in pair production. It is 
unfortunate that we have no statisti- 
cal information available for a cor- 
responding period as to dollar vol- 
ume; for it is believed that even 
though the pair production has in- 
creased, the volume of business in 
dollars, in wages, and in profits, has 
decreased. We must view with con- 
siderable concern, financial statements 
of many large and outstanding shoe 
manufacturers, of many years’ suc- 
cessful record and reputation, that do 
not indicate a general healthy condi- 
tion in the industry. 

“There are, to be sure, instances 
of manufacturers who have _ in- 
creased their pair production, while 
at the same time maintaining qual- 
ity and reduced prices, made pos- 
sible by lower material costs and 
economies effected in operation. 
But there has also been a tendency 
in many quarters to maintain vol- 
ume by manufacturing in lower 
grades, sometimes at the expense 
of quality and proper regard for 
profitable operation. 

“Advertisements featuring mainly 
prices, comparative prices, and lower 
prices, continue to be featured by 
manufacturers in the trade papers, 
and especially by retailers in the news- 
papers. It would appear from some 
of these advertisements that quality 
of materials, workmanship, service, 
and that pride in our product which 
has so long existed in our industry, 
are temporarily laid aside; and that 
the entire industry has concentrated 
its entire attention upon making 
something cheaper than others. There 
is, of course, under present business 
conditions, justification of efforts to 
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give better values at lower prices ; but 
in the scramble to get into lower 
grades at lower prices it does not ap- 
pear that some of the advertising of 
comparative values and comparative 
prices is entirely justified. There is 
undoubtedly a tendency toward mis- 
statements where particular shoes are 
featured, either by direct statement or 
by inference, indicating shoes to be 
equal in value which are in fact not 
comparable. 

“The picture, however, is not alto- 
gether gloomy. There has  un- 
doubtedly been a very much closer 
application to business and to effect- 
ing economies; and those who favor 
the maintenance of our American 
shoe industry and the preservation of 
our own market for American shoe 
manufacturers have taken consider- 
able satisfaction in the reduction of 
the quantity of shoes imported. Dur- 
ing the first nine months of 1930, 
when shoes were on the free list, to 
June 17, 1930, there were imported 
into the United States 3,450,811 pairs 
leather boots and shoes, at a value of 
$9,482,103 ; while for the correspond- 
ing period of 1931, when leather 
boots and shoes were dutiable under 
the Tariff Act of 1930, there were 
imported 3,076,440 pairs of a valua- 
tion of $5,634,166. This represents 
a decrease in imports in pairs of more 
than 10 per cent and in dollar volume 
a decrease of a little more than 40 
per cent, during the first nine months 
of this year. It will be noted that 
volume in pairs did not decrease to 
the extent that the dollar volume de- 
creased; and that while the position 
might logically be taken that the im- 
ported shoes were of a cheaper grade. 
the decrease in dollar volume of 
$3,847,937, somewhat more than 40 
per cent, is a very appreciable figure. 

“We have also seen a decrease in the 
cost of raw materials, in spite of the 
tariff on hides and on leather; thus 
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substantiating the position of our 
Tariff Committee that hides fluctuate 
more in proportion to the supply than 
to any tariff. We have maintained 
that hides are a by-product; and that 
cattle are not raised primarily for the 
production of hides, but for beef, and 
that the element of labor in the pro- 


duction of hides is a minor element, 


while in the production of shoes, labor 
cost is an element of major im- 
portance and the protection of our 
American labor is essential. 

“As to the future of our industry, 
we find that raw materials have 
been low; and shoe manufacturers 
have an opportunity to give better 
values than heretofore. Dealers’ 
stocks as a whole, with possible ex- 
ception of some style numbers, are 
in a more healthy condition. For- 
tunately our present situation is not 
comparable to the depressing period 
of 1920, when the dealers were ad- 
mittedly. overstocked. The _ tech- 
nical position, therefore, as to these 
combined factors would indicate a 
hopeful situation for our industry. 


“Better values will be given if labor 
can be employed more regularly, if 
raw materials can be _ purchased 
earlier, and with more of a degree of 
certatnty as to what will be required.” 

Dr. Julius Klein, Assistant Secre- 
tary of Commerce, said: 

“Although the recent figures of 
shoe production show a slight decline 
in the- past few months, the general 
trend of the year indicates that the 
output of the industry for 1931 will 
register a modest but gratifying ad- 
vance over 1930, which is more than 
can be said of most other industries 
in the land. Production in the peak 
year 1929 reached 361 million pairs, 
then came the drop the following year 
to 304 millions, but the first nine 
months of 1931, during which the 
productivity of most industries was 
decidedly on the decline, showed an 
increase in boots and shoes of 5.3 per 
cent over the same period in 1930. 

“It is not clear whether this en- 
couraging indicator of the increased 
consumption of footwear is one more 
sign of that frugality which comes 
quite naturally to us in these times— 
more ‘leg work,’ more reliance on 
shoe leather than on de luxe balloon 
tires, more modest walk-up apart- 
ments instead of lofty gilded pent- 
houses. Perhaps we shall find our- 
selves at last on the eve of a change 
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in that now almost venerable figure 
of the shoe consumption of our pop- 
ulation of three pairs for each in- 
habitant of the nation annually. That 
figure has, unlike practically all other 
indices of consumption, withstood the 
stress of all the social transformations 
and economic upheavals for decades 
past and despairing members of the 
trade seemed to fear that it would 
endure throughout the life of the 
Republic. 

“But seriously, whatever the causes, 
there is this definite, long-overdue in- 
dication of betterment in the trade. 
Some observers in the industry have 
ascribed this improvement to a sharp 
decline in shoe imports which have 
fallen from a 1929 peak of about 8 
million pairs until based on a nine 
months’ calculation, the 1931 total 
may be about 6% millions. These 
are largely, as you know, the fancy 
and sport designs of women’s foot- 
wear, the declining market for which 
was due in part to depression condi- 
tions in this country, as well as to 
tariff influences. 


“One of the major problems—in- 
deed in some ways the gravest one of 
the industry—is the improvement of 
domestic distribution, the bringing to 
bear of certain important newer data 
hitherto not. available, so as to mini- 
mize even further the costly items of 
waste and loss in distribution, which 
regrettably continue to make the life 
of the shoe distributor a far from 
happy one.” 


“The depression conditions have 
revealed grave weaknesses in our en- 
tire system of distribution in prac- 
tically all lines; and the present 
would, therefore, seem to be an un- 
usually opportune time for rigorous 
analysis of these defects with a view 
toward their early elimination. After 
all, the ‘clean up’ campaign which is 
so commendably evident as a relief 
for unemployment might very well be 
projected into the realms of the re- 
habilitation of management and mar- 
keting practices, as well as of plants. 


“With consumers throughout the 
nation in a decidedly ‘show me’ 
frame of mind,.with frugality, even 
at times bordering on parsimony, 
the dominant motif throughout re- 
tail trading—it is quite evident that 
countless distribution laxities which 
we could afford to condone in the 
fat years of 1928-29, now become 



































formidable obstructions of the first 
magnitude. The problem, there- 
fore, of matching the high efficiency 
of our present-day production tech- 
nique with corresponding precision 
in distribution presents a challenge 
of commanding significance to the 
leaders of the industry. 


“In 1929, the iatest year for which 
the figures are available, about 45 per 
cent of the whole volume of sales by 
manufacturers was to retail dealers, 
about 26 per cent moved through 
the manufacturer’s own wholesale 
branches, about Z2 per cent through 
independent wholesalers and the re- 
maining 7 per cent through the manu- 
facturer’s retail facilities. 


“In view of the general tendency 
toward the elimination of distribution 
intermediaries, it is interesting that 
some manufacturers who have as- 
sumed wholesaling functions (and it 
will be noted according to the above 
figures that more than a quarter of 
the trade is now in that category) are 
finding the resultant high distribution 
costs a serious problem. The aspira- 
tion cut costs by cutting corners in 
moving wares direct from producers 
to consumers unquestionably has 
merit under certain conditions, but it 
is by no means an invariable and in- 
fallible solution. 


“A paramount issue in the whole 
distribution problem of the industry 
is the further improvement of retail- 
ing. Much has already been accom- 
plished in that direction, especially by 
associated effort. Questions of stock 
control systems, more careful account- 
ing, credit methods and other vital de- 
tails are far more fully understood by 
the average retailer than they were 
only a few years ago. Undoubtedly 
much good is being derived from col- 
laborative research activities of the 
type carried on by the large dealers 
with the Harvard Business School in 
clarifying certain hitherto obscure 
items in the costs of retailing. But 
there is still room for a vast amount 
of extensive exploration and remedial 
zeal in that field, especially among 
the vast numbers of smaller operators 
whose ranks in recent years have 
shown many tragic depletions.” 


“The efficiency of the industry’s 
retail outlets must be of prime con- 
cern to every farsighted manufac- 
turer. When the net profits of cer- 


tain supposedly well managed shoe 
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chains in 1929, which was by no 
means a bad year, sink to 0.8 per 
cent, according to the Harvard in- 


vestigation just mentioned, then 
there is assuredly still abundant 
opportunity for further rigorous 
anaiysis of all factors in the trade. 


“The industry admittedly continues 
to suffer from many outside perplexi- 
ties—the reactions as to style changes 
in associated wearing apparel lines, 
the influences of the greatly expanded 
use of the automobile upon the con- 
sumption of footwear, and the gen- 
eral trend toward greater economies 
in expenditure because of the present 
stress upon family budgets. These 
are factors which are not readily 
susceptible of influence on the part of 
the shoe industry. There is, however, 
this great field of improvement within 
its ranks which certainly can be ef- 
fectively attacked in order to elimi- 
nate every preventable item of waste 
in sales operation.” 

Alvan T. Simonds, manufacturer 
and economist, said: 

As Dr. Klein has said, if we wish 
to avoid the depression, we must sit 
on the bulge and if we can’t sit on 
the bulge, there is no use in trying 
to avoid the depression. However, 
most business men will not and have 
not listened in the past to anything 
pessimistic during good times. 


“If business men only want to be 
told what is optimistic then we can 
go on having depressions from now 
until one thousand years from now. 
If business men know only when 
business is too bad and never know 
when it is too good, then correction 
is hopeless. 


“T am just a business man like you 
fellows. Ordinarily we have 2300 
men on our payroll so that I feel re- 
sponsible for some 10,000 mouths to 
feed and I don’t like these depres- 
sions. The job of a president of an 
organization is a disagreeable job 
every day in a year like 1931. I say 
we can avoid depressions if we can 
get enough organized effort in the 
direction of preventing super-pros- 
perity. 

“The only way I have of predicting 
business ahead is the money curve 
and we take as our basis for predic- 
tion the rate of commercial paper 
which is a frankly definite published 
rate. The rate of commercial paper 
fluctuates between 2 and 6 per cent. 
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Nevertheless the fluctuations of com- 
mercial paper, with the exception of 
the gold money rate, are very volatile 
and fluctuate at almost the same time 
as other rates. 

“The big borrowing rate, outside 
of first mortgages, is the bank rate. 
That rate fluctuates very little in 
many communities and in some com- 
munities not at all. The demand of 
supply and credit becomes very large 
and very small in spite of the fact 
that the rate doesn’t fluctuate. So we 
take a very fast fluctuating rate as an 
indicator of what’s going to happen 
in business. The curve did very well 
in predicting for the last eight years 
but it went off the track in 1931. In- 
stead of being effective 18 months 
later, we are now twenty-four months 
later and nothing has happened and 
so I don’t know where the bottom 
is or whether there is any bottom and 
I don’t know of anybody else that 
does. 


“If anybody can tell me the ad- 
vantage of super-booms or someone 
who benefits by them, I would like 
to hear about it. Over here in New 
York I went over to the Blue Grotto 
and I asked one of my bank presi- 
dents how many men in Wall 
Street that are supposed to know 
the inside dope, profited by the 
boom in 1929. He said about one 
out of ten thousand. If that’s all 
the benefit out of a boom, I should 
say we can very well do without 
them. 


“We have got to organize our 
credit system, to put the brakes on. 
We must educate our men to know 
when business is too good. There is 
no advantage when business is too 
good because all you make is a paper 
profit and after all, all you lose when 
business is too bad is to lose the paper 
profit. While we are interested in 
dollar profits, we are interested in 
production because production makes 
wages, and wage earnings make con- 
sumption. You can’t consume dollars 
as we found to our surprise. 


“You will have to watch your gov- 
ernment in the future. You will have 
to watch your State, city, county and 
town because they haven’t shown any 
sign yet of attempting to balance their 
budget: but they are going to try to 
put a luxury tax in Washington and 
some other tax to raise income and 
my personal opinion is that even if 
they put a tax on, they won’t increase 
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the revenue—-which is their main ob- 
ject. They found in England that 
they could tax the rich man so far 
and then they taxed him out of busi- 
ness. You can make a wager today 
that in three weeks from today when 
Congress goes into session, they will 
be governed by the same pressure 
that existed in this country after the 
Civil War. You will find that the 
pressure will be so great that inflation 
is unavoidable. If you do not adopt 
some method of inflation, then you 
can surely have a problem. Instead 
of the railroads asking for an increase 
in freight rates, they should have 
asked for a reduction and met the 
competition the way the rest of us 
have had to meet it. 

“This change in the value of the 
dollar is an extremely important one. 
I cannot emphasize it too much be- 
cause people pay so little attention 
to it. 

“First in regard to the gold stand- 
ard, we seem to lose all perspective 
in discussing this subject. It may be 
remembered that there is no country, 
no major country, on the gold stand- 
ard today except the United States. 

“Among other things that I made 
my mind up to do was to spend my 
time in the education of business men 
and trying to make a better business 
world in the future. Judging by the 
past year, my efforts haven’t been 
successful but I am still of the belief 
that a great deal can be done. Keep- 
ing on with the same plan that I have 
had for twelve years, I have followed 
the work of the Harvard Business 
School—which is a large experiment 
in trying to educate the business man. 
I say experiment because I am not 
sure that the business man can be 
educated. We haven’t any reasons 
for believing it so far. The business 
man brought about this depression, 
but we are not sure that we can ever 
do anything with him, but we are go- 
ing to give him a try. I say we, 
because I have seen a small factor. 
What have we in the business world 
or the world at large? We have the 
most marvelous common school sys- 
tem of anybody. If you want a 
democracy—you must maintain it. A 
lawyer is required to have an A. B. 
degree and three years at Law 
School ; a doctor has to have a degree 
with four years at the medical school. 
What rating for a business man? 
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“We have tried to start 4n educa- 
tion of the business man. I don’t 
know whether it can be done or not. 
Certainly the results of this last de- 
pression are disappointing to me. 
Some two years ago I suggested that 
business men ought to be licensed and 
today I am sure that we need to li- 
cense business men. I would take 
every man who has forty men work- 
ing for him and compel him to pass 
an examination. 

“We have a wonderful common 
school education. We not only edu- 
cate the doctor and the lawyer but we 
then require them to pass an exami- 
nation. We even license horse doc- 
tors. We make a pilot pass an ex- 
amination. We make an automobile 
driver pass a test. But the business 
man, it seems, doesn’t need to know 
anything. The subject of general bus- 
iness, of money and credit and capital 
cannot be learned in business, how- 
ever, and no man has ever learned 
anything about it in general.” 

Sandals will be an extremely im- 
portant factor in feminine footwear 
for next spring and summer if the 
displays of outstanding shoe manu- 
facturers at the first seasonal opening 
of the National Boot and Shoe Man- 
ufacturers Association furnish an ac- 
curate index. The new “sun colors” 
were much in evidence, particularly 
for early spring wear. 

Not only were there sandals for 
afternoon and evening but daytime 
sandals of every variety were fea- 
tured. The sandal types for formal 
occasions were cut extremely low, 
some having the toes completely ex- 
posed. Fabric shoes in pastel shades, 
trimmed with gold, silver or colored 
kid, were also much in evidence for 
evening wear. 

For the spring, cabana green, hi-li 
red, biscay blue, tropic yellow and 
orange glow in kid sandals were an 
outstanding feature of the displays. 
In many models the cut-out portions 
of the shoe had an underlay of lighter 
colored leather which, without detract- 
ing from the sandal effect, gave more 
body to the shoe. Black, brown or 
admiralty blue were leading daytime 
colors with a glazed finish, which re- 
sults in a medium luster. 

The display indicated that the sum- 
mer trend will be more toward white, 
with buckskin, calf and elk featured 
with kid for sportswear. White kid, 
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trimmed with the “sun colors,” will 
be the vogue for summer sandals. 

Officers for 1932 were elected as 
follows: 

President, Roger A. Selby, The 
Selby Shoe Company, Portsmouth, 
Ohio. 

Vice-presidents, Walter J. Booth, 
Walter Booth Shoe Company, Mil- 
waukee, Wis.; Harry G. Johansen, 
Johansen Bros. Shoe Co., St. Louis, 
Mo. ; George Miller, I. Miller & Sons, 
Inc., Long Island City, N. Y.; 
Charles Ault, Ault-Williamson Shoe 
Co., Auburn, Me.; John R. Garside, 
A. Garside & Sons, Inc., Long Island 
City, N. Y. 

Secretary, Ruth S. Freeman. 

Treasurer, E. S. Gerberich, Ger- 
berich-Payne Shoe Co., Mount Joy, 
Pa. 

Managing director, Jay O. Ball. 

Director for one year—to succeed 
R. P. Morse: Charles T. Heald, 
Stetson Shoe Company, South Wey- 
mouth, Mass. 

Directors for three years: O. E. 
DeRidder, E. P. Reed & Co., Roches- 
ter, N. Y.; Walker T. Dickerson, 
Walker T. Dickerson Co., Columbus, 
Ohio; Newton Elkin, Newton Elkin 
Shoe Co., Philadelphia, Pa.; Frank 
A. Garside, A. Garside & Sons, Inc., 
Long Island City, N. Y.; E. S. Ger- 
berich, Gerberich-Payne Shoe Co., 
Mount Joy, Pa.; H. W. Hanan, 
Hanan & Son, Brooklyn, N. Y.; H. 
N. Lape, The Julian & Kokenge Co., 
Cincinnati, Ohio; H. G. Lumbard, 
H. G. Lumbard Shoe Co., Auburn, 
Me.; A. G. Matless, Commonwealth 
Shoe & Leather Co., Whitman, Mass. ; 
George Miller, I. Miller & Sons, 
Inc., Long Island City, N. Y.; F. L. 
Weyenberg, Weyenberg Shoe Mfg. 
Co., Milwaukee, Wis. 

Chairmen of Committees: Style 
Conference—Frank A. Garside, A. 
Garside & Sons, Inc., Long Island 
City, N. Y. Trade Relations—R. V. 
McNamara, Gorevitz-McNamara Go- 
revitz-McNamara Shoe Co., Inc., 
Haverhill, Mass. Legislation—Charles 
H. Jones, Commonwealth Shoe & 
Leather Co., Whitman, Mass. Mem- 
bership—Harry G. Johansen, Johan- 
sen Bros. Shoe Co., St. Louis, Mo. 
Resolutions—Harold C. Keith, Geo. 
E. Keith Company, Brockton, Mass. 
Auditing—John R. Garside, A. Gar- 
side & Sons, Inc., Long Island City. 
N. Y. 
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By MADAME HAMILTON JEFFRIES 


Fashion Editor 


jog Pe first essential to stimulate 


‘§-' Christmas activity is to have your store in the spirit of Christ- 


mas. This does not necessarily mean that it has to be a typical 
hodge-podge of holly and Santa Claus decoration thrown about 
without reason or discretion. But a careful use of color livens 
up stock and arouses enthusiasm in the passive buyer. 

The practice of grouping various items of merchandise and 
selling them together in a box has great possibilities this season. 
For example, the box with three buckles, one tailored, one 
evening and one afternoon. Or a group of flannel pull-overs in 
variegated colors, wrapped in cellophane and attractively priced, 
may be suggested for traveling or for the college girl. 

Mules displayed in groups or on the little inexpensively made 
ladders, tucked about in various parts of the store, will stimu- 
late a demand for new types of merchandise in mules and slip- 
pers. The value of souvenir paint books, doll shoes and puzzles, 
to be distributed in the children’s department along with a dis- 
play in the windows, often makes a customer out of the child 
before the parent is induced to buy. Children remember these 
little gifts and it is the old psychology of the Christmas stock- 
ing, which may have very few things of value in it but which 
the children love for the associations it suggests. 

There are factories which make special arrangements with 
shoe stores for supplying units of these presents for children, 
and it has been found a very worthwhile method of bringing 
children back into the departments. 


The multi-colored stocking envelope done 
in classic parchment is value by the discriminating woman 
and she often keeps it to carry parcels back and forth from 
shopping tours. The envelope is large enough to hold three 

’ pairs of stockings and is usually decorated in red, glittering 
gold and yellow. It is very effective to carry as well as to 
pack .in one’s suit case. Knitted shoe covers, velvet shoe plugs, 





the very much wanted shoe horn and button hook, cased with 














three spare laces, and the stocking bags made of soft silk which 
twist like a rosette are items that will attract extra sales during 
the holiday buying period. 

The most effective way of merchandising these items is by 
grouping them at a price. The customer’s mind is tired at the 
holiday season and suggestions are so welcome, especially when 
price enters into the spending. An attractive arrangement of 
units on tables get the attention of customers and tempts them 
to buy. 

The practical woman has her Christmas list budgeted and the 
suggestion of two or three articles at a price rather a one item 
present has a great appeal to the feminine buyer. Before the 
season opens, the buyer should go behind the counter and give 
a practical demonstration to his sales force of how to sell these 
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articles to a customer, dwelling on the fitness or 
suitability of the various items. 

Men must be sold and no more than three arti- 
cles should be presented to them at one time. Very 
often the confusions of the customer’s mind in 
seeing too much merchandise at one time causes 
them to hesitate and re-consider. The clerk 
should make a definite statement as to the article 
and then pause, leaving time for the customer to 
think. Many times the constant chatter of a sales 
person prevents the customer from closing the 
sale and before he has an opportunity to speak he 
has changed his mind. 


J ust how much the 24 
business days intervening between Thanksgiving 
and Christmas will mean to the retail shoe men 
will depend on the way the publicity job is 
planned and the manner in which this plan is 
carried out. 

As a start chart out definitely what is to be 
done on each of these important 24 days. The 
best time to do this would be during an evening 
meeting attended by all connected with the store. 
Suggestions should come from every one present. 
And what is equally important, all present should 
have a definite responsibility for the carrying out 
of the plan. 

To get the best results some one item should 
be featured each day both in the windows and 
the newspapers. The center of the window dis- 
plays should be changed daily, for too many 
people are on the streets each day now to run 
the risk of the windows going stale. Whatever 
is featured in the windows should be headlined in 
the daily advertising. 

Price must be mentioned in all publicity, for 
price is an important factor. Plenty of attractive 
price cards are necessary. This does not mean 
that the public is only interested in low prices or 
cheap merchandise, but people do demand to know 
what articles cost before they give any serious 
consideration to purchasing. 

Above all, try to make the windows bright, 
colorful, eye-compelling. Remember that the 
public is not in the habit of thinking of the shoe 
store as a holiday gift shop. The burden of prov- 
ing that this ought to be a Footwear Christmas 
rests with the shoe man. 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov, 21, 1931 














What Can Be Sold 


for Christmas ? 


Slippers 
Overshoes 
Leggings 
Spats 
Hosiery 
Handbags 
Buckles 
Ornaments 
Hosiery Cabinets 


Increase Fancy Garters 
December Handkerchiefs 
Profits Neckties 
by Carriage Slippers 
Publicity Bill Folds 
on Leather Novelties 
Holiday opens 
A . Shoe Cleaner 
ccessories Shee Trees 
Riding Boots 
Etc. 




















NCE upon a time there was a 
O consumer. Now of course, the 

species is practically extinct, 
but, believe it or not, scientists have 
discovered evidence that there was 
some truth in the old folklore that, 
once upon a time there was a con- 
sumer. 

The theory is held that one day 
hordes of consumers roamed the earth 
and actually bought things. Generally 
they were called customers, but some- 
times clientele. If they were especially 
roaming, they were called shoppers. 
Sometimes they became so numerous 
and persistent that they were a pest, 
like the seventeen-year locust; they 
bought everything in sight. That 
plague was called prosperity. 

The archeologists have discovered in 
the files of newspapers what they call 
advertisements which were intended to 
lure the consumer into the store. And 
if there hadn’t been any consumer, why 
would the store people have kept on 
putting ads into the papers? 

Some of the more theoretical scien- 
tists have been playing with the im- 
possible idea that some day there may 
be a consumer again. Feeling a little 
fantastic, we confess to playing with 
the notion ourselves. Just suppose 
there were a consumer one day—what 
would we do about it ? 

There are some people who even go 
so far as to say there are consumers right now in 
our midst, going around in secret, and that when one 
enters a store, the cash register rings with fear. Have 
you heard any ringing noises recently in your store? 

It has also been whispered around that in Washing- 
ton, where they work up all kinds of sprays and dust 
compounds to kill pests, they are plotting to bring on 
the plague called prosperity; although this sounds 
funny, since they haven’t paid much attention to con- 
sumers in Washington. If it is true, it may be no 
store will be safe from being bought out clean. 

What was prosperity anyway? What did it mean 
in terms of a merchandising policy? What is the real 
difference between merchandising conditions in pros- 
perity and in depression? 

Nowadays, when merchants gather around to lay 
a wreath on the tomb ofthe unknown customer, 
how do they answer these questions? They agree 
that business is terrible and that nobody buys any- 
thing. But, they gloat, they are not overstocked 
and that’s a consolation, although it isn’t all their 


own idea; the bankers thought it would be nice to 
have low inventories. So the consumer doesn’t get 
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BUY NOW-— 


Bankers Thought Low Inventories Would 
Mrs. Consumer Who Wanted a Pair 
in a Hurry? She's Waiting 


a chance to run wild and thus destroy our Puritan 
traditions of sturdy thrift. 

Until about six months ago the retailers indignantly 
denied that their stocks were low and their selections 
limited. Now a Eugenie hat girl with only one eye 
can see it. If she wants a pair of shoes which, in that 
mysterious feminine way, will “go” with the hat, she 
walks her old shoes to the uppers and is told every- 
where that the store doesn’t carry them but will order 
them. If she wants an Empire style table of a cer- 
tain size, to go with her hat, she is told that it will 
take six weeks to get it from Grand Rapids, but they 
have a nice Mission style table three times the size. 
When the Eugenie hat girl’s husband, who doesn’t 
wear a hat, finally decides to get a new washer for 
the kitchen faucet, which has kept him awake for 
three nights, he is told by his hardware man that cer- 
tain parts have to come from Pittsburgh, Akron and 
Java and that they will take ten days to assemble ; 
but wouldn’t he like a nice new miro-synchro garden 
rake to keep him out of doors away from the faucet’s 
noise? The Empress Eugenie’s boy friend says “No,” 
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BUT BUY WHAT? 


Be Nice, but Ever Hear the One About 
of Shoes to Match Her New Hat, 
Yet — and Is She Mad? 


only stronger, and puts his washer money into the 
savings bank. | 


Au these little incidents may cheer 
away the gloom for our courageous population and 
our courageous merchants, but they have more sig- 
nificance than that. Adventures in buying, or trying 
to buy, mean a whole lot more than low stocks now. 
They mean that our much-vaunted merchandising 
shrewdness is being shown up for what it is, and what 
it has been all the time. When stocks are lavish and 
the consumer’s dollar plentiful, it is easy to get vol- 
ume at a profit. At such times, there is a lot of busi- 
ness to go around and the retailer signs on every 
dotted line put under his nose. The result is that the 
dealer’s stocks and the consumer’s wants overlap con- 
siderably ; the overlap equals sales if the clerks are 
half-way efficient. 

But in days like these, with shelves and counters 
only a lot of nice woodwork, and with consumers’ 
pocketbooks only pieces of leather, there isn’t much 
overlap between supplies and demands. The more 
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“The public likes to believe it has the ‘lowdown’ on everything, that 
nothing can be put over on it, that everything is ‘just a publicity stunt.’ 
And yet, it falls for the circus press agent every Spring.” 





efficient the clerk tries to be, the 
more of a pain in the neck he be- 
comes to the customer who doesn’t 
want what he has to sell. 

The old cross-roads store has 
passed into history—now every 
store is a cross-roads store. Every 
retailer is putting on a big and 
strenuous selling campaign from 
the catalog. 

That the overlap between stocks 
and customers’ preferences is big in 
good times and small in bad times is 
accidental; it is just the theory of 
probability working out. You have 
more chance of winning with a 
thousand lottery tickets than with 
One, and it doesn’t mean you're a 
slicker lottery player; if yow have a 
fistful of aces, it doesn’t mean 
you're a Lenz. And if you have a 
big stock and therefore sell more, it 
doesn’t necessarily mean you're a 
shrewder merchandiser. 

A lot of retailers in 1928 and 
1929 suffered from sore elbows 
from patting themselves on the 
back for being smart merchandis- 
ing men. And now they announce 
a sale in type big enough for a 
love-nest murder in a New York 
tabloid and they cut prices 75 per 
cent, and the morning of the sale 
finds them looking under the coun- 
ters to see if a customer happened 
to get lost there. A few sales like 
that and the merchants in town go 
into a huddle and work up a big 
“Buy Now” campaign. The customers salute with 
their thumbs and retort, “Yeah! Buy what now?” 
The retailers don’t get angry but they are terribly, 
terribly hurt and they don’t know what’s got into 
the consumer. 

The truth is, they never did know. 

What’s got into the consumer has been there all the 


time. Only it works a little differently in days like 


these. 

The consumer has always been the man nobody 
knows and Mrs. Consumer has always been the gal 
the merchandise men forgot. 

That is why third-degree methods which the retail- 
ers have been trying on the consumer to make him 
loosen up have so often succeeded only in making him 
Scotcher than he was; trying to keep him awake by 
shouting bargains in his ear has not made him break 
down and confess that he wanted to buy something. 

That is why Mrs. Consumer is the sleeping beauty 
and there is no fairy prince. 

Have all the buying urges which the psychologists 
tell us about gone off on a vacation? Or are they 

[TURN TO PAGE 48, PLEASE] 
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Has Business Gone Contest Crazy? 


AS the entire world gone 
contest crazy? Listen in on 
the radio and you will hear 


how fer twenty words placed end on 
end and thrown into a mail box, you 
will receive an automobile; or for 
an essay on this and that—a trip to 
Europe, or if you are skillful in coin- 
ing the most names from three words 
—you will receive much money. 
There is no end to the contest over 
the air, in advertising and in window 
display. It would seem no man need 
work at all if he could but spend a 
life of contest-winning. In one eve- 
ning’s listening, we discovered ways 
and means of getting, for nothing 
$76,000. 

Why all the contests? Have we 
reached that point in feverish mass 
merchandising that we must bait 
every product with a prize? We bar 
lotteries but permit any sort of a 
contest providing no direct money is 
paid for the chance alone. Is it a con- 
fession of weakness in the inability 
of the product to stand on its own 
feet? Some of the contests are so 
nonsensical that they defeat the pur- 
pose of getting lists of prospects (if 
that is the reason back of the con- 
test). People that answer some of 
the foolish contests possess as mor- 
onic a set of minds as the originator 
of the contest. Is there no end to 
the baiting of customers? Already 
customers who never answered con- 
tests of any sort have developed re- 
sentment against worthy names and 
worthy products engaged in the sub- 
terfuge of buying public attention 
with prizes and cash. Let’s hope that 
this contest era is just a simple little 
incident in the disturbances of this 
depression. It couldn’t live in any 
other era for it isn’t fair to give the 
one lucky individual so large an ad- 
vantage over the run of customers 
for that product. 

The giving of gifts with the pur- 
chase of footwear is not new nor par- 


ticularly effective. Years ago no 
product was sold but that the cus- 
tomer received “lagniappe” for cash. 
We believe the term came from mer- 
chandising in Louisiana in the early 
days. It has its place in trade with 
children for custom over a period of 
one hundred years has encouraged 
good-will by a little added present at 
the time of sale. Then too, there is 
a democracy in giving a pair of shoc 
laces with a pair of shoes; a pair of 
canvas gloves having cuffs bearing 
the advertising imprint as a gesture 
of friendship in the sale of work 
shoes. With those items of trade we 
have no quarrel. We regret however, 
to see the wild and wooly contest that 
knows no limit in its prizes. One con- 
cern alone will give over $100,000, in 
this form of subsidizing customer in- 
terest. It is the abuses of schemes 
in contest that are subject to criti- 
cism. A mild and temperate contest 
that is simply used as a collector of 
names for mailing lists may have its 
place. 

Governmental officials are studying 
the possibility of laws to prevent con- 
tests that border on out-and-out lot- 








CHEER UP*with Roger Babson, 
one of America’s leading business 
economists who says: “The time to 
have been pessimistic was back in 
the boom days of 1928-29, but few 
knew it then. Today there is every 
cause for optimism and again few 
people know it. Too many are so 
close to their own affairs that they 
lack a broad perspective. They pro- 
ject present bad times into the fu- 
ture, merely because they see only 
the surface waves of sentiment, not 
the strong, deep tide of funda- 
mental business influences. The 
ground work for improvement has 
been laid by prolonged deflation.” 
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tery. Already the Prussian Ministry 
of Trade and Commerce in Berlin 
has advised all local Chambers of 
Commerce in Germany, to suppress 
advertising stunts of merchants who 
tried to induce the public to buy their 
goods by giving small objects 
“thrown in free of charge.” The 
abuse abroad, of contests and lot- 
teries, has necessitated government 
action. The Prussian Ministry main- 
tained that “lagniappe” aroused the 
impression in the mind of the guile- 
less shopper that he is really getting 
a present while in fact the value of 
the small object is calculated in the 
prize of the main purchase. 

There is a law enforced by the post 
office department, preventing the ad- 
vertising and even the news of lottery 
schemes and contests. Our post office 
believes that if the news is sup- 
pressed, it will not encourage others 
to try similar stunts to gain favor 
with the contest-crazy public. But 
over the air, in stores and in states 
having a variety of ideas as to what 
constitutes lottery or a game of 
chance, there is no present power for 
prevention. 

Contests are a fad stimulated by 
the radio. Some users are receiving 
bushel-baskets full of answers but so 
few products can be linked up by con- 
test with definite sales. One concern 
was forced to discontinue its contest 
because of the high cost of premiums 
and correspondence entailed. If radio 
must use the contest to artificially 
maintain advertising interest then a 
bitter day is just ahead for radio ser- 
vice when some other trick for arous- 
ing public interest must be used be- 
cause of the waning interest. 

Contests will run their course but 
they may become such a blight as to 
injure all business. For that reason 
it is well for business men every- 
where to study the ultimate effect 
of this widespread craze for con- 
tests. 











1a 





oes 




















Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 21, 1931 





Thanksgiving? 


e¥( AYBE you've noticed it too. How holidays have the 
habit of coming right along without any regard for 


business conditions. I was thinking about that when I said to 
Walter Booth, a few days ago.... 


“Here’s Thanksgiving, Walter, right in our midst again, and 
I'll bet there are a lot of business men who will have a heluva 
hard time finding anything to be thankful for.” 


“Oh, I don’t know,” Walter comes back with the well-known 
smile, “I think Thanksgiving is fine.... It’s the recovering, after- 
ward, that’s painful. 


“You know, there’s a temptation on the part of many men to 
overdo everything. That’s what happened in business a short 
while back. Lots of merchants and manufacturers thought every 
day was Thanksgiving. They’re recovering now and it seems 
pretty tough. 


“Like a lot of nice, fat turkey gobblers, men might have 
strutted less, if they could have seen into the future. 


“But there is still much to be thankful for! 


“We’ve learned to understand instead of condemn. To real- 


_ ize that losses are often only a difficult kind of gain. That Op- 


portunity may not be America’s sweetheart all the time. That 
only by Serving honestly and sincerely can lasting business be 
built” .... Then Walter looked straight at me and said; 


“Sure there’s plenty to be thankful for! Why even you must 
have something to be thankful for, haven’t you?” And the best 
answer I could think of was this; 


“Yeah, I’m thankful I haven’t got a wooden leg!” 





WALTER BOOTH SHOE CO. 


$02 NORTH BROADWAY « « MILWAUEEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4.00-$5.00 $6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZESStol4 
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HAS NO 
Re S5T--3r ers 
SURFACE - - 


By the use of any good standard shoe dressing RUBY KID 





wey be finished! Gp tie dice menufactorer: to any. desired 
degree of EBONY LUSTRE. @ Our special process of 
manufacturing RUBY KID avoids the building up of an arti- 
ficial surface in its finish—thereby safeguarding the shoe man- 


ufacturer from difficulties that often arise in the finishing room. 


@ And in the shoe that bright finish, characteristic of RUBY 





KID, remains to the end. 





EVANS LEATHER 
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Retailers and Manufacturers 
Please Note!!! 


* * 





Owing to the very great importance and accept- 
ance by the public of INTERWOVEN and AIR 
COOLER type shoes, many reputable concerns 
are apt to be tempted to make imitations of an 
infringing nature. The basic ideas, both mechan- 
ical and designs, are patented, and for your pro- 
tection be sure that the factories from whom you 
buy shoes are duly authorized and properly 
licensed to make shoes under these patents, and 
some of the patent numbers are stamped on the 
heel pad or sock lining, plainly visible in the 
shoes, as follows: 








Licensed under 


C. H. Daniels, U. S. Letters Patent 
No. 1,772,340, August 5, 1930 i 
No. 82,079, September 23, 1930 f 
No. 1,806,673, May 26, 1931 ; 
No. 1,828,320, October 20, 1931 


re 























°LOHIZR SHOES 


first attracted wide spread attention by their novelty 
—and have held it by the positive comfort features. 
This unique construction brings a constant flow of 
fresh air to the feet. 


This action is as natural as breathing itself. The 
cool fresh air rushes in through the vents and under 
the foot at every step, forcing out the accumulated ' 
body heat. The heat that burns, the heat that rasps 
the feet, the heat that causes moisture and foot 
torture. AIR COOLER shoes maintain moderate 
temperature, by process of the evaporation of foot 
moisture, keeping your feet cool and dry. Ask your 
physician about the importance to health and vitality, 
in letting your feet breathe fresh air. 


Srlewover SHOES 


These shoes are novel in construction and very practical for comfortable 
wear but more than that they have a great style appeal because they are 
made in designs that lend themselves to all the glorious colors of Spring 
and Summer. 

These ever changing, fascinating styles are quick to meet the call of fashion 
and as wearing apparel changes in color so will our models be adapted to 
the prevailing mode. The merchant who offers this unique line to his 
trade finds a great opportunity for larger profit and exclusive re-sales. 


WOODBURY SHOE MFG. CO. 
CntDa cle, President 








BOSTON OFFICE ERR NEW YORK OFFICE 
214 Essex Street D Y, N. H. Room 536, Marbridge Bldg. 
Boston, Mass. Room 508 47 West 34th St., New York, N. Y. 
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Feet coine infor SUNSHINE 
ana Fresh Air 





Last Season’s Sensational Success of 
‘Violet Ray’’ Shoes sure to be repeated 


AAA 


EF. the coming season, both 
manufacturer and retailer are approaching the 
“Violet Ray” shoes, which were such a sensation 
last year, with the confidence born ‘of a successful 
season. These airy, appropriate spring and summer 
shoes have come to stay, and will prove a great 
tonic to spring and summer business. 

A. B. Young of the Young Shoe Company, Los 










Mothers welcome these dressy, venti- 
lated shoes for children. 


Angeles, was in St. Louis last 
week, and made his selections 
from the new lines, which are 
now ready. “I could have used 
a lot more of these last season,” 
said Mr. Young. “Our trade took to them instantly. 
It is strange,” he continued, “that this type of air- 
cooled shoes was not thought of sooner. The shoe 
industry had all the precedent in the world to con- 
vince it that such shoes would ‘go’. All the adver- 
tising that has been given to fresh air and sunshine 
as a factor of health had the public in a mood to 
accept them. Freedom from restraining clothes—as 
little clothes as possible—is accepted as healthful 
and smart. 

“These ‘Violet Ray’ shoes let the feet get the 
benefit of sunshine and fresh air. Each step taken 
forces out through the ventilated vamp, all the ac- 
cumulated heat, and then draws in a wholesome 
supply of fresh, cool air. The action is as natural as 
breathing. At the same time, these shoes have the 
fitting qualities and smart look of other shoes. They 
are in tune with summer clothes. I, for one, am not 
going to be caught short.” 

Early in the fall of 1930, when the first trials of 
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In perfect harmony with the light, 
airy freedom 


“Violet Ray” and “Foot Breezer” shoes were ad- 
mired by the merchandising committee of the Brown 
Shoe Company, it is doubtful if even the most en- 
thusiastic of the stylists present had any idea that 
they were discussing a footwear sensation. 

Here was a practical application to footwear of a 
very decided apparel trend. Here were shoes that 
were in real harmony with the public acceptance of 
the healthfulness of sunshine and fresh air. But 
what would the fickle public do about it? 

The answer came in an avalanche of orders that 
reached a condition where 
the supply was far below the 
demand. Retailers who had 
very wisely ordered with 
caution soon were entirely 
sold out. Then when every- 
body wanted more at the 









Men like the style, but are most appreciative of 
those cool feet that breathe with every step. 


same time, the factories were taxed beyond their 
capacity. 

The “Violet Ray” and “Foot Breezer” shoes are 
made by ourselves and associated companies, under 
license granted by C. H. Daniels, the owner. Each 
shoe is stamped on the sock lining with the license 
numbers as a mark of identification, thus protecting 
retailers against the possible purchase of shoes of 
this kind which are an infringement, and therefore 
subject to action. 


WRIWs Vase Gouna nc. 


And Associate Companies 


MANUFACTURERS ST. LOUIS 












Mow 


MANUFACTURERS 


sa, wavs. 


ST. LOUIS 





E announce a new styled line of OFFICIAL 

VIOLET RAY and OFFICIAL FOOT 
BREEZERS for women, men and children. Sel- 
dom, if ever, has the shoe industry brought out 
such a tonic to spring and summer business. It was 
last spring’s and summer’s greatest footwear sensa- 
tion. Here isa real summer shoe.... one that 
achieves perfect harmony with summer clothes. It 
is smart, light, airy, cool with the fitting qualities 
of a high grade shoe. The patented perforations 
let the sunshine in. They let the feet breathe— 
keep temperature down. 


Its success last season was phenomenal. The 
public found something to its liking and will not 


be denied this year. Prepare to cash in. 
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For Your Protection. Such a sensational suc- . % 
cess is certain to be imitated. VIOLET RAY and | 
FOOT BREEZERS are protected by U. S. letters \ 
patent. Protect yourself by getting your supply me 
from branches of Brown Shoe Company, Inc., 
who are licensed under the original patents. 


, ee I ee a a 











Look for These License Num- V 
bers — Protect Yourself IOLET RAY SHOE 
LICENSED UNDER 


“I have licensed Brown Shoe Company, Inc., C.H.DANIELS U.S. LETTERS PATENT 
and its associates to make the official Venti- NO, we oro sePT. 23° 1930 
lated Shoes, known as their Violet Ray and NO.1,806.673 MAY 26.1931 

Foot Breezer Shoes under my United States 


Patents.” LET SUNSHINE IN 

























rf \ 


The following selling branches CENTRAL SHOE COMPANY 
me MOUND CITY SHOE COMPANY 
OFFICIAL VIOLET 
RAY and FOOT UNITED SHOE MANUFACTURING CO. 
BREEZER SHOES BROWN SHOE COMPANY 


(Buster Brown and Brownbilt Shoes) 
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, temperature 
Pp comes his desire to buy. 


With every step, cool, wholesome air rushes in 
through the vents, forcing out heat, keeping the feet 
dry and comfortable. . . . Men respond to the AIR icundad ander C24E Mat aR Laine, 
TRED Shoe with the enthusiasm they always display to- Patent No. 1,772,340 Aug. 5, 1930: No. 82,079 
ward any style trend that brings them greater comfort. Sept. 23, 1930; No. 1,806,673 May 26, 1931. 


UNITED SHOE MANUFACTURING CoO. 
Branch BROWN SHOE COMPANY, INC., MANUFACTURERS, SAINT LOUIS 
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Seniors in Toledo High Schools 
created a craze for 


AIR TRED Shoes 


R. M. Williams, buyer Men’s Shoe Department, 
LaSalle & Koch Co., Toledo, tells in the letter repro- 
duced, how he merchandised AIR TRED Shoes last 
season. 
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hey swept the 
country last year— 
They will repeat! 





GELECT your “Sun Ray” and “Air 
Cool” shoes from Central’s com- 


plete line of attractive patterns. 





. 
681 Air Cool ee Central’s “Sun Ray” and “Air 
po pt mnen pain toe, single sole 8/8 Cool” shoes are InpivipuaL Patterns. 

ran yet top heel, welt, Raglan last. 


680—Same in black calf. 


Central’s “Sun Ray” and “Air 
Cool” shoes are backed by a Locat- 
izED Advertising plan to direct the 
public to your store. 








CanrRar Son Co, 


ST. Lous, MANUFACTURERS U.S.A. 





2900 Sun Ray 


Women’s patent open shank sandal, 19/8 
inch covered wood spike heel, imitation 
turn, Lillian last. 


AA 5-8, A 4-8, B 3-8, C 3-8. 
2901—Same in white calf. @ 


Central’s ‘‘Sun Ray’’ and ‘‘Air Cool’’ shoes are made under license 
granted by C. H. Daniels U.S. Letters Patent No. 1,772,340, Aug. 5, 
1930; No. 82,079, Sept. 23, 1930; No. 1,806,673, May 26, 1931. 








Boot AND SHOE RECORDER 
34 combining THE SHOP RETAILER, Nov. 21, 1931 








With the First Snow Flurry | 
SHOW a 
SPATS 
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Wen the breezes blow and the 
first flurry of snow is in the air is when men start to think of 
spats. Just thinking of spats will not cause great quantities of 
men to flock to shoe stores, but telling the men interesting things 
as to why they should wear spats—and showing them plenty 
of them—will turn the trick. 

Tell the men that spats make a prosperous appearance, that 
they are the identification mark of a well-dressed man. All 
dress charts call for the wearing of spats; therefore, they “mark For the first 
the man” as much as shoes. Everyone wears shoes, but only 2 flurry of snow 
the well-dressed man wears spats, Publicity should stress the SPATS 
fact that the store has the right shades to go with clothes and ee - 
shoes men are wearing this season. 

Tell them, too, that a cold caught early in the season may last 
all winter, so the wearing of spats has a distinct health protection 
angle. 

To sell spats successfully they must be displayed in three im- 
portant places: the window, the interior and, most important of 
all, in one spot where they are seldom displayed—that is on the 
ankles of all those selling men’s shoes. The selling of spats 
is made much easier when the men on the floor all wear them. 

There is considerable meat in what “Jack” Hicks has to say ey When Wintr y 
as to his methods of selling spats in his Cincinnati shoe store. Breezes Blow 
His first thought is the window. To quote: SPATS 

“We manage to get a large picture of a well dressed man cen- 
tered with a good showing of spats and, of course, the man has 
spats on. 

“We play up along with the picture copy to the effect that 
it is smart to be comfortable, as we feel that the majority of 
men will respond more quickly to comfort than they will style 
appeal. 

“Of course we cannot lose sight of the fact that a good many 
men respond to the style appeal, so we have a few of our out- 
standing types of shoes for young men shown with a pair of | When You Are 
spats on the shoes. | 

“We all wear them in the store and never lose an opportunity Wearing 
to suggest them, and in most cases we present them with an SPATS 
appeal for comfort and health guarding features. 

“Starting Oct. 1 we have a very attractive spat stuffer which 
goes into each package and mailing piece, and it does its share 
toward promoting spat business. Last but not least, we sell spats. 

[TURN TO PAGE 64, PLEASE] 








No Cold Feet 
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Merchandising 


How to Select Styles, Control Stock and Promote 


Men's Slippers 


Sales Through Advertising, Displays and Customer Contacts 


ae By A. B. TOOMEY 


Men’s Shoe Buyer for Lord & Taylor, New York 


Vv Vv VW 


The men’s slipper classifications 
in a department store, while they have many prob- 
lems similar to those encountered in merchandising 
men’s shoes, have certain features which are more 
or less unique. Sixty per cent of the annual sales 
are transacted between Thanksgiving and Christmas. 
In addition, over 80 per cent of these are purchased 
by people who are not ultimate consumers, and to 
make it more involved we have 
a greater range of colors, mate- 


most important factors in determining a price line 
for men’s slippers, is the average gross sales for the 
entire stock in the month of December. Men’s slip- 
pers are not only competing with men’s slippers car- 
ried in other men’s shoe departments or men’s shoe 
shops but they are also competing with hundreds of 
other ideas in gift merchandise. A little considera- 
tion will make clear the reasonableness of this rule. 
It would certainly be a mistake 

to set up price lines higher than 


rials“and styles to be considered. 
In setting up a slipper stock the 
following ideas determine what 
we shall buy and how we shall 
buy them: (1) Size Range, (2) 
Price Line, (3) Types, (4) 
Styles, (5) Colors, (6) Mate- 
rials. 

Size range—We have a decided 
advantage over shoes, for while 
we have to carry as many lengths, 
the number of widths to be car- 
ried is considerably less. D and 
E widths take care of almost 90 
per cent of the business; the 
other 10 per cent to be divided 
among C, F and B widths. Cer- 
tain styles need be carried in 
wide widths only, such as Romeos 


b Neon remarkably comprehensive 
article on the merchandising of 
men’s slippers merits exceptional 
attention at this time, when the 
peak season for sales at retail lies 
just ahead. Mr. Toomey, who 
prepared this article at the special 
request of the RECORDER, writes 
from actual experience and he 
covers the entire range of the 
men’s slipper business from choice 
of styles through buying and stock 
control to promotion, advertising 
and selling. 

In view of the imminence of 
the holiday selling season, readers 
should give special consideration 
to the concluding portions of Mr. 
Toomey’s article, which are de- 
voted to the subject of selling 
control and slipper promotion. 


$7.00 or $8.00 for the average 
customer coming into the store 
in the month of December is pre- 
pared to spend only about $5.00 
or $6.00. On the other hand, it 
would be almost as much of a 
mistake to set the price lines 
much below these figures. While 
there was a slight drop in volume 
last year, the average gross price 
put down the average gross sale, 
and it was almost the same as the 
average gross sale of the year 
before. 

This year we expect the av- 
erage gross sale to be from 10 
per cent to 15 per cent lower 
than a year ago. This follows 
the same general trend as the 





and Fausts; others such as Operas, will have to be 
carried in all widths. Of the fourteen sizes from 5% 
to 12 inclusive, six sizes, from 714 to 10, will account 
for 75 per cent of the sales and four sizes, from 8 to 
914, will account for 60 per cent of the two. In order 
to insure maximum turnover the end sizes, espe- 
cially those smaller than size 7, will have to be 
watched closely, and numbers which are not stable 
should be restricted to sizes 6% to 11. 

When we come to consider the question of price 
line we find that, in addition to such factors as com- 
petitors’ prices and costs of merchandise, one of the 





shoe prices and reflects prevailing conditions. 

Most of our business in men’s slippers comes under 
the heading of two types of construction, namely: the 
turn slipper and the padded sole slipper. These two 
types run along almost equal as far as actual sales 
are concerned. The proportion of sales in one type 
as against the other vary, of course, depending on the 
price lines that are covered. Usually the padded sole 
slipper retails for less than the turn sole slipper. With 
an average price of about $5.00, the turn sole slipper 
will account for over 55 per cent of the total business, 
and the padded sole slipper for less than 45 per cent. 
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HEY strike a new note in popular 

priced footwear for men, women 
and children. Unusual, smart spe- 
cialties like these—dozens of them— 
all accurately keyed to the tastes of 
the holiday shopper. 


Make your selections early while 
stocks are complete. They'll liven up 
your line, put new selling punch into 
your displays. 

Peters styling, Peters all-leather 
construction throughout. Backed by 
Peters prestige and strong-selling 
local Peters radio advertising during 
the “Peters Shoe Parade” every 
Thursday night. 


Made to retail at popular prices, 


PELERG 
is 


yet yield you a good profit, Peters 
Shoes speed turnover and increase 
net earnings. 


Cash in on this holiday business by 
placing an order now for these at- 
tractive new styles. All models are 
in stock in a full range of sizes and 
widths, ready for quick shipment. 


Write today. Or wire at our ex- 
pense for a salesman. 


The “‘Peters Shoe Parade”’ every Thursday 
night is selling shoes for you. Urge your customers 
to listen in. Irene Beasley —“‘Three Diamond 
Aces of Melody” —Vic Young and his 24 merry- 
mad tune blowers, the “Diamonds on Parade.” 
10:30 E. T., 9:30 C. T., 8:30 M. T., 7:30 
P. T., over the Columbia Broadcasting System. 


BRANCH OF 





ST. LOULS 
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DOZENS OF 
NEW STYLES 


that will draw 










the holiday crowd 




































The styles most commonly used in the order of their 
importance are as follows: Brightons, Operas, Mules, 
Everetts, Romeos, Fausts, and Cavaliers. If you con- 
sider the fact that the Opera is nothing but a Brighton 
with a trim added to it, the first two syles give us 
practically 75 per cent of our business. It is in these 
two styles that the greatest assortments, colors and 
materials should be carried. 


hie are other types of construction 
used, such as the moccasin and the hard sole sheep- 
skin slippers made the same as Goodyear welt, but 
without an innersole. But these are relatively unim- 
portant. A discussion of lower priced slippers would 
necessarily include cemented and stitchdown proc- 
esses, but as these types are not used here they are 
not mentioned. 

The color factor in men’s slippers is a much more 
important one than it is in men’s shoes. This is so 
partly because 75 per cent of these are bought by 
women and partly because a man wears more colorful 
things inside his home than outside. The ensemble 
idea has been carried out pretty thoroughly in tying 
up men’s robes and men’s slippers. Colors are be- 
coming more and more important and are now ac- 
counting for almost half of the volume whereas a few 
years ago tan and black slippers accounted for almost 
90 per cent of the sales. 

There should be in any shoe department or clothing 
store a slipper to match in color any robes that are 
also carried in the same establishment. The problem 
of matching these colors has become more difficult 
with the increased popularity of robes of several 
colors or several tones of the same color. To over- 
come this difficulty, slippers in striped effects have 
appeared and will probably assume an important part 
in the prestige of the merchandise carried in the slipper 
department of this Fall. 

Wherever possible, the location side by side of men’s 
slippers and men’s robes will not only make for better 
and more complete displays but will result in addi- 
tional sales which might otherwise be lost because 
of inconvenience. Probably not enough attention 
has been paid to the color factor in setting up a stock. 
While figures for the production of men’s slippers 
for the country as a whole show an overwhelming 
percentage of 90 per cent for black and tan slippers 
as against colors, it is the writer’s belief that the carry- 
ing of more colors and color shades will result in 
increased business. 

Possibly one of the factors tending to decrease the 
use of colors is found in the sharp decline of light 
shades, especially reds and blues. While it is true 
that these have dropped considerably, the sales in deep 
reds, especially on the wine shades, and the dark blues, 
have more than offset any loss in volume. The re- 


tailer has realized that in several seasons past the 
selection of proper shades is just as important as the 
selection of the color itself. No two materials, no two 
leathers will carry the same shade. A dark blue in 
kidskin always looks much darker than a dark blue 
in morocco. It is in the use of these different shades 
obtained through the use of colors on different mate- 
rials that we are able to match colors in robes, which 
run the range from bright shades in silks and Celanese 
to dark tones in woolens and flannels. 

While the materials used in men’s slippers cover a 
greater range than those used in men’s shoes, calf- 
skins and kidskins will still account for the majority 
of sales. In addition to calf and kid, the following 
leathers are used: Sheep, goat, pig, alligator, antel- 
ope and materials such as felts and silks. Materials 
are very closely connected with styles and colors; as.a 
general rule, the richer the material the plainer the 
design or style to be used. We do not attempt, for 
instance, to put an elaborate trim on an alligator 
opera although we will use cutouts and woven pat- 
terns on calfskins and pigskins. The same rule ap- 
plies to colors; vivid and brilliant colors are very sel- 
dom trimmed as much as darker and more subdued 
shades. 

To maintain buying control, more familiarly known 
as stock control, we use: 

(I) A control card for each style showing : 

(a) Initial inventory by sizes. 
(b) Purchases. 
(c) Weekly inventories. 


(II) Sales record kept by styles daily, with weekly 
and monthly summaries. 


From these records we can tell 
when our peak selling periods occur how different 
styles sell, and, by grouping the summaries for col- 
ors and types, we obtain the trend in these items. A 
perpetual inventory where sizes sold are deducted from 
the stock listed on the control cards is not used in the 
lepartment with which we are familiar, because expe- 
rience has shown that nothing can take the place of an 
actual physical inventory. These inventories are taken 
weekly on staples and on non-staple items where the 
sales records indicate the need for them. 

Deliveries on slippers outside of those purchased 
from stock vary from two weeks to three months’ 
time, and unfortunately when the need for quick 
delivery is greatest, the longest time is required. 
Under ordinary conditions, except in holiday season, 
a minimum size scale for staples should be adhered to 
with the sizes either in stock or in process in the 
factory. Here the use of stock slippers on slower 
moving numbers will be helpful and avoid ill-will by 
maintaining more styles with but little additional stock. 

[TURN TO PAGE 64, PLEASE] 
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75 
IN ALL STYLES AND WIDTHS 
y ALWAYS IN STOCK/ 


The Doerman IN STOCK department operates 
at peak efficiency from the day merchants get 
their catalog until they are ready to buy from the next one. 


Every one of the 75 numbers presented each season in the “Great 
Scott” catalog will be in stock—in ALL sizes and widths—from the 
beginning to the very end of the season. 


The most perfect and dependable in stock service in Americal Cuts 
down invested capital. Increases turnover. Brings bigger profits. An 
integral part of the Doerman Plan. Cash in on its benefits. Start today! 


WRITE FOR CATALOG 


DOERMAN SHOE MFG. CO. 


SOUTH MILWAUKEE, WIS. 


The 


- 7 7 DOERMAN 
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What's the “Market Price’ 


for Shoes? 


Not Necessarily the Lowest Competitive Bid, 


Vv 





Washington, D. C.—The price of 53,676 
pairs of shoes to be manufactured for the War Depart- 
ment by the United States Bureau of Prisons has 
been set at $2.59 per pair by the special board of 
arbitration to which the price controversy between 
the department and the bureau was submitted. 

This represents one-half an order of 107,352 pairs 
of shoes which the War Department is ordering, 
contract for the other half having been let to the 
Brown Shoe Co., Inc., St. Louis, at a price of $2.445 
per pair. 

The controversy originated after the War Depart- 
ment started to purchase 107,352 pairs of Army ser- 
vice shoes. The Bureau of Prisons informed the de- 
partment it could handle only half the order in its 
prison shoe factory at Leavenworth, Kan. . The de- 
partment thereupon advertised for bids for one half 
the order, bids being opened July 20, 1931. 

In addition to the bid of the Brown Shoe Co., Inc., 
offers were received as follows: Joseph M. Herman 
Shoe Co., Boston, $2.49 per pair; Albert H. Wein- 
brenner Co., Milwaukee, $2.73; International Shoe 
Co., St. Louis, $2.74, and Chippewa Shoe Manufac- 
turing Co., Chippewa Falls, Wis. (for 14,226 pairs 
D width only), $3.37. 


a 
Contract was awarded to the Brown Shoe Co., Inc., 


and a short time later the Bureau of Prisons notified 
the War Department that “we have made a careful 
study of our costs and have concluded that it is im- 
possible for us to manufacture these shoes at less 
than $2.73 per pair.” 

The department protested this price for prison-made 
shoes in view of the $2.445 bid of the Brown Shoe 
Co., but the Bureau of Prisons insisted it could not 
make the shoes for less, making allowances for all 
the overhead usually employed by commercial plants. 

The only question really before the arbitration board 
was the determination of the current market price of 
the shoes, the prison industries law providing that 
Government departments must purchase from the 
Bureau of Prisons at not to exceed “current market 
price.” The War Department contended the current 


Arbitration Board Holds in Curious Army Shoe Case 


Vv 
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market price was represented by the $2.445 bid of the 
Brown Shoe Co. 

The Bureau of Prisons, on the other hand, con- 
tended that the Brown Shoe Company’s price could 
not represent current market price. It was obvious, 
the bureau said, that the company could not make the 
Army service shoe specified by the War Department 
at the price bid, except by eliminating all profit on the 
transaction and “certain essential elements of cost, 
such as possibly all overhead.” 

In commenting on these contentions, the board re- 
ferred to a previous ruling which it upheld, wherein it 
was stated that “a showing of bids obtained through 
advertised proposals does not require that the lowest 
bid must be taken as the current market price binding 
on the Bureau of Prisons as the price it may charge.” 


O, the other hand, the board 
said manufacturers bidding on Government orders 
may “under a given set of circumstances offer a lower 
or a higher price than what may be fairly considered 
a current market price.” 

The board’s specific findings were: 

“That the materials which enter into this shoe and 
its packaging could have been secured at less than 
the figure shown for materials and packing cases on 
the cost sheet of the Bureau of Prisons; that by the 
use of machinery to the fullest extent the direct labor 


_cost would be only slightly higher per pair of shoes 


in a private factory than the allowance for prison 
labor shown on the prison factory’s cost sheet; that 
a private factory with experience in making this par- 
ticular shoe for the Government could reasonably be 
expected to figure only a small charge for supervision ; 
that likewise a private factory in figuring its over- 
head on this special non-commercial contract for a 
Government product could reasonably be expected to 
omit items which would be included in bidding for an 
ordinary non-Government contract, such as ware- 
housing, sales expense, advertising and credit risk.” 

The case has created widespread trade interest. 
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for Old Man Depression 


Arnold Shu-Caddy—Fine for holiday 
trade—retails for $2.00. Of sturdy 
awning cloth with calf leather— 
Write for information. 


Arnold Authentics go after the winter sport shoe business and 
incidentally get a head start on the spring business, too. 


Magazine readers... winter golfers... next spring sport shoe 
customers ... Arnold Authentic advertisemenis ... all tied in 
io this winter campaign. Reduce the next few months to weeks 
and you'll be amazed at how soon these people will be your 
customers. That's why Arnold Authentic advertising in four 
great sport magazines is starting NOW. 


If you are after the southern sport business now and want the 
golf shoe business of your vicinity next season, don't delay in 
ordering Arnold Authentics. Anyway, plan now to profit from 
Arnold Autheniic All-Year advertising. ; 


We're out after business! We can help you get it! Drop us a 








line and we'll tell you how. 


M. N. ARNOLD SHOE COMPANY 


A Division of The Stetson Shoe Company, Inc. 
SOUTH WEYMOUTH, MASS. 


ARNOLD AUTHENTICS FOR MEN AND WOMEN 
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By HARRY R.. TERHUNE, Field Editor 
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Buckles, shoe ornaments, 
slippers, handbags, galoshes, hosiery, stand out among 
the important accessories that can be merchandised 
profitably in the shoe store to produce extra volume 
during holiday season. A great many stores here and 
there throughout the country have proved that it is 
possible, through well planned promotion, to increase 
materially the volume of December business by em- 
phasizing these items of merchandise which are ap- 
propriate for holiday gifts. 

Now is the time to “lift the December low” by 
looking ahead and planning ahead for a series of 
attractive windows and store promotions, reinforced 
by impressive newspaper ads and convincing direct 
mail advertising, for the holiday selling season lies 
just around the corner. Indications are that this year, 
more than other years, practical gifts will prevail. 
And that, to use a current phrase more expressive 
than elegant, is “right down the shoe store’s alley.” 


* * * 


la the Geuting stores 
in Philadelphia, much selling emphasis is to be put 
on the accessories departments during the coming 
Christmas season. To quote the head of the house, 
A. H. Geuting: 

“We create a very distinctive line of handbags, and 
these we intend to bring to public attention. We also 
contemplate a drive on galoshes for children, and a 
very special value in fine rubber gaiters for women. 

“Then, there is also our hosiery department, our 





OTHER 


a ae. 


PEOPLE’S 
IDEAS 


jewelry department and departments which carry 
men’s, women’s, and children’s slippers of all types. 
These departments all will share heavily in our Christ- 
mas campaign, and, while we will not overlook the 
fact that shoes are useful as Christmas gifts, we think 
the featuring of the smaller departments will bring 
a traffic that shoe advertising, alone, would fail to do. 

“We are also sending out about the 5th of Decem- 
ber a large broadside, which will merchandise not only 
our shoe departments, but all our accessory depart- 
ments, and this broadside will make a point of stress- 
ing gifts of usefulness.” 


* *« * 
An envelope stuffer 


used by the T. S. Childs, Inc., shoe store in Holyoke, 
Mass., brings some very good mail hosiery sales, 





Smart Dull Sheer or Semi-Service Silk Stockings 
assist you in ordering by mail or telephone 
we have lated bdow the darker ‘colors forall 
Just fill in this slip and we'll send you the stockings promptly 








Name. : Address. 
THOMAS S. CHILDS, INC. 
Tel. 1052 275 HIGH STREET Holyoke, Mass. 





especially during the holiday season. The ordering 
is made quite easy, as all the customer has to do is to 
fill in the wanted merchandise and mail in to the store. 
The simplicity of the idea recommends its adoption. 
Note too, the three pair offer. 


* * * 


The ambitious shoe 
merchant who is anxious to do things in a broad way 
may well take a leaf from the experience of Sidney 
Stokes of Walk Over shoe fame in New Haven, Conn. 
For Christmas selling, he has lined up the New Haven 
merchants in a campaign that includes a street decora- 
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N.S.R-A. Convention i in Chicaqo--Jan. 4,5,6.1932 
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H 


>: > By i JANUARY \ 3RD 
America’s @ Progressive Shoo Retailers 
WILL BE ON THEIR WAY : - - 








They are on their way to the most important 
conclave of the year insofar as the shoe indus- 
try is concerned. Every progressive, every 
alert, every far-sighted shoe merchant will 
definitely decide to be in Chicago for the 
N.S.R.A. Convention on January 4,5 and 6. 
Neverbeforehas aConvention meant so much 
to this business, never before has a Convention 


Special reduction in railroad rates by 
securing special certificate from railroad 
agent when purchasing transportation. 


been so exactingly organized, so thoroughly 
planned to assist shoe retailers to operate 
their businesses in a more successful manner. 
Every shoe merchant is welcome—it isn’t 
necessary that he be a member of the 
National Shoe Retailers Association. 


Plan to attend and benefit by oe | 
N. S.R. A. Convention in Chicago 


For all Hotel Reservations apply to 
NATIONAL SHOE RETAILERS ASSN. 
8 South Michigan Avenue, CHICAGO 









21°’ ANNUAL CONVENTION 
NATIONAL SHOE RETAILERS ASSOCIATION 
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tion program of laurel and colored lights for the 
whole shopping district. Incidental to this is a 
“Shop and Shop Early” campaign. Last year this 
resulted in all the Post Office employees spending all 
day Christmas at home. In the group of stores with 
which Mr. Stokes is associated, considerable promo- 
tion work is being done to popularize the giving of 
such gifts as a well regulated shoe store may supply. 

* * * 

Che of the very best ways 
of keeping customers interested in a hosiery depart- 
ment is through the “club” plan, in the experience of 
the Dietz Shoe Store of Lancaster, Pa. While this 
method is not new, it still has a good appeal. Some 
customers think they are fooling the store through 

















P $1.65 | $1.85 | $1.95 | $2.45 6 
DIETZ'S , 
2 
VANITY FAIR HOSIERY CLUB 
This certifies that the undersi is a member of DIETZ’S 
3 VANITY FAIR HOSIERY CLUB, and is entitled 8 
to One Pair Silk Hosiery FREE, upon purchasing ten 
— paire of like quality. —— 
4 NAME 9 
ADDRESS. 
9@ Beautiful Shoes and Hosiery for Women | - 
od DIETZ S 36-38 Penn Square Lancaster, Penna. 10 











sending in others to make hosiery purchases on their 
cards. If they only knew that the store considers 
this extra good advertising. The big point is to get 
a customer to buy ten pairs of stockings; even to 
influence the buying, is a help—then they are willing 
to give her a pair of the $1.95 grade, gratis. 


* * * 

Lacing the month from 
Oct. 25 to Nov. 25 everyone will be given an oppor- 
tunity to buy slippers in the French, Shriner & Urner 
shoe stores. Reason? There is $50.00 in prizes hung 


up, with the money divided as follows: 


First prize for the most pairs sold........... $15.00 
Second prize for the most pairs sold........ 7.50 
Third prize for the most pairs sold........... 2.50 


First prize for the greatest per cent of slipper 


Fee oe eer 15.00 
Second prize for the greatest per cent of slipper 

ee ee 7.50 
Third prize for the greatest per cent of slipper 

SR Oe WIN sess cvcuvsasedvress 2.50 


Plenty of slippers on display will help the boys on 
the floor hang up some real records. Some of the 
stores have worked out very timely and crowd catch- 
ing ideas, such as tying up with the Judge bridge 
contest in suggesting slippers as both exceptional 
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bridge prizes, also that one may play a much better 
game when the feet are comfortable. Hands of cards, 
score cards and all the various bridge accessories lend 
interest to this display. 


* 


* 


Sen Paul O. Campbell, 
Middlesboro, Ky. “Shoes are as a rule, hard to mer- 
chandise around Christmas, but I believe that this 
vear, we can do more than any previous year, due 
to the widespread economic condition, 

“\Vindows to be real sellers, must have something 
that is really outstanding, which will urge people to 
buy shoes for gifts. Showing the practical side of 
a useful gift for this Christmas will go a long ways 
toward marketing shoes this Christmas. Gift certif- 
icates for shoes are good—although they are in a way 
hard to manipulate. 

“This is a good season of the year to really move 
lines of leisure slippers, fancy house shoes, as well 
as practical types. A section, set aside for the display 
of these styles will tend to create sales for this type 
of merchandise, where there is a real profit. 

“Hosiery is an item that should not be overlooked, 
as most shoe shops carry hosiery. Nice boxes for 
hose cost little, and make nice packages for the 
person who buys hosiery for gifts. And, boxes are 
good advertising, as the firm name on the box in neat 
type, in keeping with the season, gets a lot of circula- 
tion among people during Christmas rush.” 

. 
7 item in the Gimbel shoe 
department in Milwaukee that would lend itself in 
any degree to being featured as a Christmas gift is 
being put in the spot light through a series of care- 
fully worked out advertisements. The entire group 
were first classified, then listed and numbered as to 
the proper time their featuring would produce the best 
results. “Gift Bulletin No. 14” might relate to bed- 
room slippers in the newspaper copy. Displays 
labeled “Gift Bulletin No. 14” caused many people 
to ask for No. 14. The big idea was in the throwing 
of the spotlight on everything in the department. 
. 


Phone calls are very 
effective in making extra sales for the Knight Shoe 
Co., Portland, Ore. One salesman hands in names of 
customers he has served during the day with nota- 
tions. In the case of new customers diplomatic 
questions reveal the source of their being attracted to 
the store, whether from the windows, newspapers, 
radio or recommended by old customers. A definite 
check on the relative pulling powers of the various 
forms of publicity is thus gained, one that can be 
measured and charted over a period. 
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Quotation from the advertising 
of a very smart shoe dealer 







VICI 21 6 ° A Brown anticipating the Spring demand 


for a colour combining utility with smartness. 


VICI 505: The Blue that will take its rightful place 


beside Black and Brown this Spring. 


VICI 402: A new development of VICI Velvet, the 


semi-bright finish, offering inspiration for the time-honored 
“Black shoe. 








VICI 218: A deep Brown, rich in colour and practical in purpose. 






VIC] 4123, distinguished Green created for women seeking 
individuality in dress. 






FOR THE MEN'S TRADE VIC] 32858 A distinctive VICI Beige, soft and subtle . . . synony- 
mous with Spring. 
VICI 403: The newest crea- 


tion in Black ... an unprecedented - ats ' ; o 
Ccalit: dis-ann kd ean VICI 401 @ The Black Dull Finish still continues the favorite of 


with a light-weight shoe thatis good- the sophisticated woman with unerring taste in fashion. 
looking, and combines durability and 

aaaaiilateiiailias VICI 400: Black Glazed .. . a staple which has often been imi- 
tated but never equalled . . . retains its perennial place in the world of chic. 











ROBERT H. FOERDERER, INC. 
FRANKFORD, PHILADELPHIA 


ki 





SEND FOR SWATCHE 





REG. U. S_ PAT. OFF. 
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U. S. Shoe Co. and 
Stern-Auer Merge 


New Company to Be Known as United 
States Shoe Corp., to Make Red 
Cross Line in Cincinnati 


CINCINNATI—Following negotiations 
covering a period of over one year, a 
merger of The United States Shoe Co. 
and The Stern-Auer Co., both of Cin- 
cinnati, has just been consummated. 


The new company is to be known as 
The United States Shoe Corp., which 
will continue the manufacture of Red 
Cross Shoes in the Cincinnati plant, 
which has a capacity of 3600 pairs a 
day. The officials wish the fact empha- 
sized that not only will the Red Cross 
Shoe be made in Cincinnati, a city 
which has been famous for many years 
for its fine shoemaking, but that the 
regular highest standards of the Cin- 
cinnati market will be adhered to. 

The new board of directors of The 
United States Shoe Corp. is as fol- 
lows: J. J. Smith, chairman of the 
board; Joseph S. Stern, president; A. 
B. Cohen, vice-president and general 
manager; Alvin Salinger, secretary and 
treasurer; Alfred T. Woodward, assis- 
tant secretary; Ernest M. Daniels, 
sales manager; James P. Orr, and J. J. 
Smith, Jr. 

A sweeping change of policy involves 
a radical price reduction of Red Cross 
Shoes so they will retail at a more 
popular price level. 

“To my mind this new policy is a 
real achievement in the popular-priced 
field,” said Joseph S. Stern, presi- 
dent. “Red Cross Shoes are now avail- 
able at a price every woman can afford. 
The new price proves that we are de- 
termined to conquer price resistance on 
high-grade footwear. 

“Red Cross Shoes are styled not only 
for the mature woman who demands 
comfort as well as distinction, but for 
the young woman whose first considera- 
tion in footwear is style. 

“The Red Cross trade-mark symbol- 
izes the highest standard of workman- 
ship which has built the Red Cross 
reputation during the last 35 years,” 
continued Mr. Stern. “National public- 
ity has acquainted women in every 
State of the Union with the outstand- 
ing quality and beauty of Red Cross 
Shoes. We have planned a big adver- 
tising campaign embodying the new 
price, which will bring the Red Cross 
story to the eyes and ears of every 
community. Red Cross famous ‘Limit’ 
lasts will be exploited, which enable 
this shoe to ‘fit the foot in action or 
repose.’ 

“The new Red Cross policy provides 
for directing representatives to cover 
the entire country from coast to coast, 
including the larger cities as hereto- 
fore, and for the awarding. of Red 
Cross franchises to the small town 
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Ventilated Shoe Season Forecast 





Important Development 
in Men’s Footwear Is 
Forecast for Spring, with 
Unlined Types of Shoes 
Also Due for Decided 
Favor — Swing to Linen 
Suits an Important Factor 
Favoring Acceptance of 
These Styles 














New YorK—Next spring will see a 
great development in the sale of un- 
lined and ventilated shoes for men, ac- 
cording to all present indications. The 
readiness with which the men took to 
this type of shoe the past summer has 
led tanners, manufacturers and mer- 
chants alike to definitely chart the ven- 
tilated shoe as a major proposition in 
the popular priced field. Tanners are 
smooth finishing the flesh side of leath- 
ers adaptable to unlined and ventilated 
footwear, so that there will be no 
roughness to the stockinged foot. 

Merchants in the northern part of 
the country are showing much more 
interest in ventilated shoes than those 
in the South. Where there is much 


sand, buyers are skeptical of the ul- 
timate use of shoes having the air hole 
features. Southern California is the 
exception to this, as it was in this 
part several years ago that the ven- 
tilated shoes first were given to an 
appreciative public. Due credit for the 
development of this type of shoes 
should be given to the shoe men in the 
Los Angeles section. 

Clothing experts all agree that men 
will swing to typical summer clothes 
next summer as never before. Linens 
and other hot weather materials, when 
worn to business, will mean shoes in 
keeping. That is where ventilated un- 
lined shoes fit into the picture. 








Supervises Air-Tred Sales 


AUBURN, 
ME. — Edward 
Warnshuis, 
sales manager 
for Ault-Wil- 
liamson and 


Ault - Shack- 
ford Shoe 
Cos., promotes 
and supervises 
the sales of 
Air - Tred 
shoes. As an 





aviator as 
well, he is defi- 
nitely  air- 
minded and a believer in air travel. 
Mr. Warnshuis was born in the Mid- 
dle West, at Rock Valley, Iowa. His 
early schooling was at Oak Park, IIL, 
High School, and his alma mater is the 
University of Illinois. In addition to 
a comprehensive scholastic training, 
Mr. Warnshuis became an adept at 
football and baseball, which today are 
his major sporting interests. 

His first job after leaving college 
was with the Northwestern Railroad, 
but when the United States entered 
the World War he joined the air ser- 
vice and remained on active duty until 
the Armistice. : 

A sincere liking for the shoe busi- 
ness led him into the employ of Mar- 
shall Field of Chicago, and from sales- 
man he advanced to the position of 


Edward Warnshuis 


shuis spent thirteen years with the 
Marshall Field Co. and became thor- 
oughly experienced in many phases of 
department management, showing buy- 
ing and merchandising. 

When he left Marshall Field, he 
joined Rike-Kumler of Dayton, Ohio, 
as divisional merchandise manager; in 
1929 he signed up as sales manager 
with Ault-Williamson and Ault-Shack- 
ford Shoe Companies. 





St. Paul Convention Plans 


St. Paut, MInN.—With the annual. 
convention and shoe exposition of the 
Northwestern Shoe Retailers Regional 
Association scheduled to open in Hotel 
Saint Paul, St. Paul, on Monday, Jan. 
18, plans for the three-day meeting 
of retailers from Iowa, North and 
South Dakota, Minnesota and western 
Wisconsin are commencing to take def- 
inite form. 

Up to Nov. 1, three floors of the 
convention hotel had been set aside to 
meet the needs of firms who will exhibit 
their spring lines, exhibit reservations 
at that date being the largest numer- 
ically in the history of the association. 
A nominal exhibit fee of $15 is being 
charged this year, with bills for the 
same due and payable Dec. 15. 

During the first week of November, 
vice-presidents from each of the five 
States issued letters to shoe retailers 
in their respective States, announcing 
some of the features of the convention, 
and stressing the importance of attend- 





buyer and manager of the basement 





dealers as well.” 


shoe department. In all Mr. Warn- 


ance, 
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Natural Bridge policies have always considered the 
retailer as the most important link in the chain 
of distribution. Advertising programs have been 
planned with the view of stimulating retailers’ 
sales. In-stock delivery has been maintained at a 
high peak of efficiency to increase the retailers’ 
turnover. Prices have been kept as low as good 
quality and good workmanship would allow. Thus 
the retailers’ mark-up has been protected. 


NOW — increased production, and lower operating 
and material costs permit us to take another step 
forward in serving the merchant. We announce 
new “across the board” prices which will allow 
you a greater mark-up than ever before in the 


$5.00 and $6.00 field. 


EFFECTIVE NOW 


Natural Bridge Women’s Shoes will be priced at 
just two levels— 


$5.00 retail styles at....... $3.25 

$6.00 retail styles at....... $3.60 
Natural Bridge Men’s Shoes 

$5.00 retail styles at....... $3.25 

$6.00 retail styles at....... $3.85 


Natural Bridge Juniors 
Boys’ and Growing Girls’. . . . $2.60 


Misses’ (12 to 3).......... $2.10 
Children’s (814 to 1114)... . $1.85 
Infants’ (5 to 844)........ $1.60 


And Natural Bridge standards of quality have been raised! 
There are many other new features such as new lasts, lighter 
and more flexible construction—so much extra value, in fact, 
that you should see the Natural Bridge lines before committing 
yourself for the new season.. 

* 


NATURAL BRIDGE SHOEMAKERS 
DIVISION OF CRADDOCK-TERRY CO. 


LYNCHBURG VIRGINIA 
* 


New England Distributors—=MclIntosh Co., Springfield, Mass. 
Pacific Coast Branches 


CRADDOCK-TERRY COMPANY 


San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office—Republic Building 


* 


GOOD TO THE POCKETBOOK 






GOOD TO THE EYE 
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Buy Now—But Buy What? 


asleep? With all the price-slashing that 
you hear about all over the map, and the 
apparent indifference to it, it would cer- 
tainly seem as if the consumer has 
changed even his instincts. But it only 
seems that way. The “bargain instinct” 
is still as universal as it always was 
and as eternal. The only difference be- 
tween this instinct in good times and 
bad is that in good times the public 
will flock to anything it thinks, or is 
told, is a bargain, while in bad times it 
will flock only where there can be no 
mistake about it. 


Bu what is this thing called buying 
anyway? What kind of an animal is 
the buying public? Why don’t we know 
what to expect of it? Buying and sell- 
ing are certainly a good many days 
older than the oldest Egyptian records, 
but each year brings new merchandis- 
ing questions to worry about and none 
of the old ones seem to be answered. 
We may be so busy in prosperous times 
that we don’t bother even to think of 
them. When times are what they are 
now, these questions get darned pain- 
ful. 

The first question is whether the 
buying public is a collection of human 
beings or a collection of human beings. 
Does the buying public have any little 
habits, as a group, which the individ- 
uals in it don’t have? Is the buying 
public a separatesand distinct animal 
from the individuals who make it up? 
Is the consumer human? 


The answer to all these is “yes and 
no”; and which is when depends on 
some particular trait we are tracing 
down. Taking the buying public as a 
whole, it is queerer than any animal 
you ever heard of, by a zoo-full. It 
combines the worst features of all ani- 
mals in cages with those of all in the 
jungle. Every store man can tell hot 
stories of “wild consumers I have 
known.” 

The buying public is a mean and 
selfish beast; it is hardly ever inter- 
ested in anything but itself and its 
money. In buying, it has no sense of 
fairness and it is always ready to take 
candy from kids and pennies from 
blind men. He who appeals to the 
buying public’s sense of fair play is 
appealing to the winds. It likes noth- 
ing better than a bankruptcy sale and 
it is always willing to pay more for the 
same thing at a sheriff’s auction than it 
was before. If it feels it can do better 
at a chain store than at an indepen- 
dent’s, it will go to the chain store no 
matter what heart-breaking plea the 
independent may make; and no matter 
how the independent may have carried 
it through hard times and held its hand 
and been its friend from childhood. 
The buying public is the supreme two- 


[CONTINUED FROM PAGE 23] 


But, like hard-boiled individuals, the 
buying public gets sudden spasms of 
sentimentality. It likes to prove that 
it has a big heart; but all it usually 
succeeds in proving is that it has a 
little brain. It will go off into ecstatic 
tears at the picture of a little sparrow 
which became an orphan and was fed 
by a cat. But all the emotion it can 
work up when a storekeeper who has 
worked hard for thirty years and goes 
broke is “It’s too bad.” But what can 
you expect of a public which can kid 
itself into believing that Legs Diamond 
is a 1931 Robin Hood? It can kid itself 
into believing anything. 

Like many gullible and stupid indi- 
viduals, the public shows unexpected 
streaks of shrewdness. But, usually, it 
is mere suspicion of everything. It 
likes to believe that it has the lowdown 
on everything; that nothing can be put 
over on it; that everything is “just a 
publicity stunt.” And yet it falls for 
the circus press agent every spring. 
If we had to define it, we would say 
that the public is a something which 
won’t buy five dollar gold pieces for a 
penny, but which will buy millions in 
gold mining stocks every year. 

How does the public get that way? 
One reason is that, individuals may be 
good fathers and mothers, good land- 
lords and tenants, good bootleggers and 
prohibition agents and even good golf- 
ers, but when they go into a store, 
their natures seem to change. For 
some reason or other, buying seems to 
bring out the worst in people. The 
cleanest of clean-desk executives, men 
whose decisions jump out of steel-trap 
minds, begin to hem and haw when they 
get to a counter and walk around and 
around and out. Nice ladies who will 
hug the dirtiest cat out of the gutter 
to their bosoms will treat a half-dead 
sales clerk like dirt. Because the clerk 
or storekeeper is eager to sell and to 
please, the shopper immediately devel- 
ops superiority complex like a rash; 
and all his or her repressions, all the 
bullying that didn’t go over at home, is 
taken out on the person behind the 
counter. It’s all very sad, and disillu- 
sioning, but it is a fact which every 
retailer must take into consideration. 


Bow man who changed business from 
“the public be damned” to “the cus- 
tomer is always right” was a sap. 

Well, if the public is so darned hog- 
gish, why continue to throw before it 
all the fine pearls of service? 

Because you need it in your business. 

Whether you love your buying public 
or not, you live by its whims; if you 
don’t know these whims, you don’t live. 

And the one big reason why it be- 
haves the way it does is for the same 
reason that a mistreated kid behaves 
that way. The buying public has been 


changed and short-weighted for cen- 
turies. It has become suspicious even 
of its friends, and callous to the ap- 
peal of friendship and service. It wants 
to get something for nothing because 
for so many centuries it has been pay- 
ing its hard-earned money for nothing. 
And it is not going to get any less sus- 
picious and mean from the kind of ad- 
vertising it has been reading in the last 
two years. A pretty girl picture which 
cost a thousand dollars doesn’t make a 
lying ad into the truth. A respectable 
name, whether it is of a manufacturer 
or a retailer, can’t make the lie to 
which it is attached any more truthful. 
But the lie can make the name worth 
less than dirt. 

That’s just the crude and primitive 
antagonism that goes on under the 
transactions of buying and selling. 
That’s why the hand of the buying 
public is against the retailer and the 
hand of the retailer against the buy- 
ing public. 


HAT’S all so deep down that it 

might just as well be forgotten. 
There are still too many business men 
who show no tendency, as a group, to 
give the buying public a break by mak- 
ing their advertising honest. But the 
nature of the public and its habits can’t 
be forgotten; it is a live problem right 
here and now in every store and at 
every minute of the day. 

That’s why the fool policy that “the 
customer is always right” can _ never 
make up for the incompetence of the 
retailer who is always wrong. Letting 
the customer have his way is not a 
substitute for knowing the merchandise 
and knowing the customer, and know- 
ing how to get the two together. 

Falling over yourself to take back 
returned goods is not a substitute for 
taking the trouble to buy the right 
goods in the first place, to sell the right 
people, and to sell them “sold.” 

We’ve heard a lot about the waste 
of distribution. The only trouble with 
distribution is that our customers don’t 
know how to buy and our retailers don’t 
know how to sell. Otherwise, distribu- 
tion is perfect. 

In the good old days, when a store- 
keeper was his own personnel and buyer 
and traffic manager and accounting de- 
partment and maintenance department 
and merchandise manager and stylist, 
he could know his customers—really 
know them. He had the personal touch. 
Now in most stores the touch is about 
as personal as that of bolt No. 4327 on 
car No. 1,739,285 on Mr. Ford’s as- 
sembly line. M 
When we became “big stores,” even 
if only in spirit, the personal touch 
had to decrease as the volume in- 
creased. And buying ourselves mer- 
chandise managers and stylists didn’t 








faced hypocrite. 


cheated and hoodwinked and _ short- 


[TURN TO PAGE 64, PLEASE] 
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Raw Cord 


(Manson Service Sole) 












NOW... 





In CHOCOLATE 
As Well As Black 


T’S DIFFERENT .. providing the utmost in non-slipping efficiency. 
Throughout the entire area of sole and heel . . cord tire cords. . 
embedded upright in live rubber. 


Will not mark floors. Now in chocolate as well as black. Light 
in weight. Economical in price. Wear keeps cord ends bare... 
providing greater non-slip gripping surface. 


Boys’, Youths’, Little Gents’ and Men’s sizes. The men’s in 12 
and 14 iron. Heels to match. An effective sales builder. Ask 
your manufacturer about them today. 








The Boy Scouts of 


America have officially Fally Protected By Patents 


adopted GRO-CORDS. NON-SLIP 
Safety Engineers in 


many industries en- \i25 \iz Nz NZ 
courage workers to Sts Ns NS NES 


wear them constantly. SO) Oe Oa ee: On 8 Des oe oe 














THE LIMA CORD SOLE ®&® HEEL COMPANY 


Dept. 11-A Pe Lima, Ohio 
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Only a few short weeks before Christmas 
... Only a few short weeks for you to 


Rest-Rite Woolskin Moccasins, the 
biggest selling woolskin moccasins 

in America. 
The ideal, practical Christmas 
gift! Rest-Rite Woolskin Moc- 
casins offer an abundance 
of warmth and comfort. 
They are equally well 
adapted for bed- 
room and general 
housewear. Made 
from carefully 
selected 
woolskins 
of high- 
est qual- 
ity. 


C8903 







Anewline of kid leather 
slippers priced as low 
as $1.25 per pair. Write 
for complete 
circular. 















Write for samples 
on approval and prices. 
Complete stock on hand for 
immediate delivery. 


ATHLETIC SHOE COMPANY 
914-34 N. Marshfield Ave., CHICAGO 


COMFORT SLIPPERS 
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NATIONAL NEWS 





» HOW’S BUSINESS? ¢ 


Canadian Production Increases 


MONTREAL—The upward trend in the 
production of Canadian footwear was 
continued in September, according to a 
bulletin issued by the Dominion Bureau 
of Statistics and the manufacture of 
1,672,437 pairs was an increase of 
45,431 pairs over August, and of 56,578 
pairs over September a year ago. The 
monthly average this year was 1,526,- 
138 pairs, or a grand total for the nine 
months of 13,725,242 pairs, compared 
with a monthly average of 1,482,889 
pairs in a total for the corresponding 
period a year ago of 13,346,000 pairs. 

The imports of leather footwear into 
Canada in September, 1931, record a 
total of 104,314 pairs, compared with 
86,915 pairs in August and 288,998 
pairs in September, 1930. The total 
value of the imports in September, 1931, 
was $208,638, to which total the im- 
ports from the United Kingdom con- 
tributed $81,111, or 39 per cent, and 
from the United States $119,393 or 57 
per cent. 

The quantity of Canadian made 
leather footwear exported in Septem- 
ber, 1931, was 1829 pairs. 





New Prices Increase Output 


WHITMAN, MAss.—The recently an- 
nounced decrease in the retail selling 
price of the Regal shoe has increased 
production at the factory to approxi- 
mately 3000 pairs per day. The fac- 
tory will now operate on a five and one- 
half day schedule. 





Harvard Service Placements 


New YorK—Fourteen per cent of 
the men applying for positions since 
April 1 at the office of the Harvard 
Alumni Placement Service in New 
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York have been placed. Of that 14 
per cent, 12 per cent have been perma- 
neni positions and 2 per cent have 


been temporary. The positions include 
a highly specialized phase of commer- 
cial banking, 
manufacturing, both in production and 
distribution. 
registered are of mature years and 
are available due to receiverships, 
mergers, drastic cuts in management. 


law, engineering and 


The majority of the men 








SHOP TALK 


By 
H. F. B. 


The scene is the office 
Of a prominent maker 
Of Children’s shoes. 


A Detroit retailer 
Has a new idea that 
He would like the 
Shoe manufacturer 


To try out. 
“Won't do it,” says 
The latter. “We've 


Been making shoes 
For 32 years and 

We know what we’re 
Doing all the time.” 


“Yeah?” replied 

The shoe retailer. 
“Sure, you've been 
Making shoes for 

All that time and 
Making them the same 
Old way. You shut 
Your mind to every 
New idea. Where do 
You think the auto 
Business would be 

If it never tried 

New ideas. What 
This trade needs 

Is a large dose 

Of open-mindedness.” 


Maybe there is 
Something in this. 
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Chicago Business Fair 


CHICAGO—S. Blacher of the Blacher 
Shoe Store reports business as being 
fair. “We are just about even with 
last year,” he says, “but it has taken 
intensive effort on our part to main- 
tain our present volume.” The women 
of the Roosevelt Road trading area are 
buying some suedes, but seem to pre- 
fer the calf and kid leathers, according 
to Mr. Blacher, and the men want noth- 
ing but narrower toes. 





Factory Reopens 


LOUISVILLE—The Hoge-Montgomery 
Co., shoe manufacturers in Frankfort, 
Ky., have reopened their factory which 
has been closed for several weeks. By 
the end of the week they hope to have 
all departments working and to em- 
ploy between 400 and 500 people. 











» TRADE DOINGS ¢ 








Shoes as Theater Tickets 


KANSAS City, Mo.—A morning show 
at which the admittance fee will be 
a pair of usable shoes will be given 
at the Liberty Theater Nov. 21, under 
the auspices of the Round Table Lunch- 
eon Club. The shoes later will be dis- 
tributed to the needy. 

The management of the theater is 
donating the house for the use of the 
club. 

According to the president of the 
luncheon club, women’s shoes are much 
easier to obtain than those for men 
and children. Many unemployed per- 
sons will find job-hunting much easier 
if the show is a success, as it is believed 
it will be. 

The charities committee of the 
Chamber of Commerce has _ indorsed 
the benefit show. 





— — — 
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IN YOUR WINDOW 


The 4B Sample 


sells itself 


Can you sell 


the SAME SHOE {i 
In All Sizes 


VERY woman outside the preferred 4B class is entitled to the same smart-looking 

and well fitting shoe, regardless of the size of her foot. The only perfect fitting size 
in the old method of hand broken lasts is the 4B - - other sizes are bound to be something 
quite different from the original for the hand and eye cannot be depended upon for 
absolute mechanical accuracy. The Coordinated Last and Pattern system allows you to 
offer your customers all sizes from 2 to 8 that faithfully retain the true proportions given 
the 4B model by the shoe designer. Every size, therefore, actually becomes a sample size. 


If your pattern maker cannot supply you with Coordinated Patterns, 
send your 4B models to us and we will have them made for you. 


COORDINATED LASTS and PATTERNS 
i Gt ty tp A 4 4 t» a» 4 











UNITED LAST COMPANY + BOSTON + MASS. 


eine 
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New Flint & Kent Footwear Shop 


BuFFALO, N. Y.—Combining artistic 
simplicity with a highly developed dis- 
play and selling efficiency, the new 
footwear shop on the street floor of 
Flint & Kent is an outstanding exam- 
ple of changes being made in the phy- 
sical complexion of department store 
shoe divisions. 

Instead of the usual isle system lined 
with chairs and fitting stools which 
previously was used by Flint & Kent, 
the department has been re-located and 
remodeled to give an air of spacious- 
ness to a comparatively limited space 
with stock merchandise concealed be- 
hind walnut paneled display cabinets 
with ample facilities for featuring 
style merchandise in plate glass cases 
and illuminated wall recesses and 
nooks. 

The department has been made very 


SPACIOUS AND INVITING! 






attractive to the customer, both from 
the viewpoint of fixture equipment and 
merchandise display. Featuring wom- 
en’s and misses’ shoes exclusively, the 
new footwear shop has an air of femi- 
nine refinement in purely modern style 
with high pile broadloom carpet in neu- 
tral beige on a terrazzo flooring. 

Flexibility has been achieved through 
the grouping of chairs, thus avoiding 
an atmosphere of congestion and 
achieving greater privacy, yet addi- 
tional groupings can be added during 
sale periods without affecting the dig- 
nified simplicity of the department. 
Footwear accessories, including buck- 
les, polishes, powders ard allied items, 
are carried in one small section of the 
shop which is under the buying super- 
vision and management of D. K. Ma- 
loney, who has headed the important 
department of Flint & Kent for many 
years. 








Haynes Henson Sold 


KNOXVILLE, TENN.—The MHaynes- 
Henson Shoe Co., one of the South’s 
largest shoe factories, has been pur- 
chased by the Mountcastle-Hill Co., 
also of Knoxville. The company will 
be continued as a separate concern for 
the present time, according to Paul 
Mountcastle, who is to become presi- 
dent of the Haynes-Henson Co. 

The Haynes-Henson Co. has been in 
the shoe business for more than 60 
years, having been founded in 1870 by 
J. T. Haynes. Up until the time of 
the sale to the new owners, J. W. Jen- 
nings, son-in-law of Haynes, had been 
president. 

Jennings will relinquish his office 
with the concern and retire. J. B. Cris- 
well, vice-president and sales manager, 
will also retire. 

“T have been in the business for 33 
years and need a rest,” said Criswell. 

The Mountcastle-Hill Co. will be- 
come a holding company. The pur- 
chase price was not announced, but 
the Haynes company is capitalized at 
$300,000. 

The Haynes-Henson Co. was known 
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in the shoe industry as a “million 
dollar shoe house” wher. the sales vol- 
ume reached that figure. The volume 
since that time has reached as high 
as $1,800,000 yearly. 

The Mountcastle-Hill Company was 
founded in 1916 and has done a won- 
derful business since its inception. 





Kepner to Distribute 
C. R. Hammell Leathers 


Boston—The C. R. Hammell & Sons 
Kid Co., of Wilmington, Del., announces 
that arrangements have been made 
with the C. D. Kepner Leather Co. of 
Boston to act as exclusive distributors 
and selling agents for their products 
in all markets. 

The two concerns will work together 
as a unit in the production and mer- 
chandising of kid leather with special 
emphasis on better lining stock for all 
classes of shoes. Upper stock in the 
popular colors will also be made. 

The products of the Hammell Com- 
pany will be sold in conjunction with 
the other well-known lines distributed 
by Kepner. 
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TRADE MARK 


REG. U.S, PAT. OFF 






61 Different Sizes 
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Style 312— 
Camel Elk, All Eyelets. 
Style 318— 
Coffee Elk, Hooks and Eyelets. 
4144/8 AA 
2144/8 A-B-C-D....... ‘ 


Size 9 AA-A-B-C-D......... $5.50 














Send for Our 
Complete 
Stock Catalog 


Be Prepared—Sales are 
aften lost for lack of a 
size, not of a style. All 
orders filled promptly. 











See Our Display 
at 





N.S.R.A. Convention 


Chicago, Jan. 4-5-6 
Room 831 
Palmer House 

























"THE JUVENILE SHOE CORPORATI 


OF AMERICA. 
Aurora Missouri 


The only exclusive Goodyear welt organiza- 
tion in the St. Louis district. 
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WHERE TO BUY 
Men’s Shoes 


lt i de te ee ee 





Tus 


cS 


M.A. he 
(9 PACKARD CO., Makers (P) 


NETTLETON 


Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 











SHOWS CONSTRUCTION 





Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 


























AST WEYMOUTH,MASS. U.S.A. 











In Sock Service BEY 
7 F, M. HOYT SHOE CORP. / 
orm. 6. Manchester, N.H. 











“A MAN’S DECISION” 


THE 


Shoes 
Old 
Colony 


Boston—i83 Essex Street Shoe Co. 


BostoN—In some of its advertising 
to men, the William Filene’s Sons Co. 
of Boston is getting results by mak- 
ing its appeal to the masculine appre- 
ciation of technical facts. There are 
few men, it is reasoned, who do not 
counter a general statement or claim 
with the question: “Why?” This ques- 
tion may be audible or otherwise. 
Nevertheless it is there. Men want rea- 
sons—not claims. 

Following a series of advertisements 
on their $35 line of men’s suits, in 
which was taken up, point by point, the 
features which go to make up a dur- 
able, well finished garment—and how 
to recognize those features—this theory 
has now been taken over by the men’s 
shoe department. 

The window reproduced here stresses 
the durable comfort claimed for the 
Sta-Smooth construction of the inner- 





sole of Filene’s Nu-Roy line of $10 
footwear. 

In the fore part of the window are 
two dissected shoes—one showing the 
Sta-Smooth innersole after months of 
wear; the other showing another shoe 
with another type of innersole con- 
struction. The comparison makes per- 
fectly obvious the durable smoothness 
claimed for the Sta-Smooth innersole. 
The cross-section of the shoe shows ex- 
actly how that smoothness is achieved 
and maintained. 

Letters of appreciation from far- 
away customers who have ordered by 
mail, plus a display of the Nu-Roy shoe 
in various styles, completed the trim, 
which, incidentally, was in a Franklin 
street window rather than on Wash- 
ington Street, where the heavier pe- 
destrian traffic would have made it dif- 
ficult to stop and study it. 








Millerites Feast with 
Food and Fun 


NEw YoRK—The annual beefsteak 
dinner of the Millerites, the welfare or- 
ganization of I. Miller & Sons, Inc., was 
held in the grand ballroom of the Hotel 
Commodore, New York, Sunday night, 
Nov. 15. Over 1200 were in attend- 
ance, including many invited guests of 
the allied shoe and leather trades. 
This annual classic of food, fun and 
hospitality surpasses itself each suc- 
ceeding year and the 1931 event made 
a new high in brilliance of enjoyment 
and entertainment. 

The opening festivities were halted 
momentarily, when taps was sounded 
to the memory of Israel Miller, founder 
of the business. The dinner, providing 
provender enough for an entire week’s 
ration, was enlivened with an array of 
souvenirs, unique in character but loud 
in noise, which were at each place and 
lend a carnival spirit to the affair. 

The entertainment, always the out- 
standing feature of the evening, again 
shone with the brightest stars from 
Broadway’s niftiest shows and radio’s 








N. ¥.—915-917 Marbridge Bldg. Ptocktom, 





most brilliant personalities. 
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The “Revels De Luxe” was headed by 
Harry Richman, M.C. (master of cere- 
monies to you) star of Ziegfeld Follies, 
who kept the audience in shrieks with 
his uproariously funny patter. Frances 
Williams, Broadway star, did a group 
of songs that pleased. A number in 
which she and Harry Richman sang 
and a duet, which ended up in some- 
thing that resembled the whirling der- 
vishes of long ago, was an impromptu 
gesture that will be long remembered. 
It remained for Kate Smith to bring 
the moon over the mountain, which 
sent the audience into a stampede. 
Kate, looking sprightly, draped herself 
over the piano and completely hid the 
instrument from view of the Miller- 
ites. 

Hal LeRoy and Mitzi Mayfair, dance 
stars of the Follies, pleased immensely, 
as did Block and Sully, Morgan and 
Stone and Mitchell and Durant of 
George White’s Scandals. Dancing fol- 
lowed the entertainment. 


All the Miller boys, headed by 


George, were on hand to extend the 
hospitality of the Millerites, as were 
other executive heads of I. Miller & 
Sons, Ince. 
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This shoe illustrates a 
popular fall type oxford 


for the young man. 


C:H: 
ALDEN 


COMPANY 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
“MASS: 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


i inal 








W. 8. OHASE & SONS, INO., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.80 












HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the populer price 
class. \ Semples on Request. 

VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 
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THIRTY LINES , 
IN STOCK / 































© L. B. EVANS’ SON CO., Wakeficid, Mass. Ok) 
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WHERE TO BUY 


Women’s Shoes 


6 6 A 



















CUSHION SHOES 


FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 







Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 


Chicago, Ill. 
















Five Tony Sarg marionettes, along with samples of galoshes of former years made 
this attractive display in the window of the F. W. Uhiman store in Kenton, Ohio, 
recently. 


MARIONETTES HOLD INTEREST 






















Society Indorsements 


KANSAS CiTy, Mo.—Napier’s are do- 
ing a clever bit of original advertising 
here by receiving indorsements of their 
footwear from Kansas City debutantes 
and young society matrons. In their 
window displays and newspaper adver- 
tising, silhouettes of these social lead- 
ers are being run with the individual 
indorsement.. The shoes are named 
after the young women sponsoring 
them, each style or type having its 
distinctive cognomen. 

While the display has attracted at- 
tention of many women, the number 
of men who stop to admire the models 
and study the likenesses shown in sil- 
houette is surprisingly large. 








Kent Wants Shoe Concern 


KENT, OH10O—Negotiations are in 
progress to secure a large eastern shoe 
manufacturing concern to move to 
Kent, occupying the four buildings of 
the Erie Railroad shops, recently va- 
cated. It is reported that the shoe 
factory in question desires larger quar- 
ters and had no facilities for expan- 
sion where it is now located. The four 
buildings will give 56,000 square feet 
of floor space. It is said the company 
employs about 600 people. Negotiations 
are being carried on through W. W. 
Reed, president of the Kent Chamber 
of Commerce; H. G. Taylor, chairman 
of the industrial department, and C. H. 
Martsolf, industrial broker. 








New Welt for Cement Process 


BrocKTOoN—A new welt, which gives 
the cemented or “stuck-on” shoe all the 
appearance and advantages of the reg- 
ular Goodyear welt shoe, yet renders 
the close edge and fine light shanks ob- 
tainable by cementing instead of stitch- 
ing the outsole, has made its initial ap- 
pearance in the manufacturing field. 
The welt, a product of the Barbour 
Welting Company of Brockton, is the 
latest advancement to be made along 
cemented shoemaking lines and the ce- 
mented shoe made with the new welt 
renders more comfort through its in- 
seam and may be resoled efficiently and 
with ease. 


Correction 


In the advertisement of the Best- 
Ever Slipper Co. on page 65 of the 
Nov. 7 issue, Style No. 8394 was erro- 
neously listed at $2.25. The correct 














price is $2.35. 
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Stolen 


Readers of the Boor AND SHOE Re 
CORDER are urgently requested to no- 
tify this publication or the National 
Leather Co., 16 Spruce St., New York, 
if they obtain knowledge of the fol- 
lowing lots of leather, stolen from the 
National Leather Co. on the night of 
Nov. 4. 

1. 96 dozen smooth imported black 
ealf, each skin marked “Made in Hun- 
gary,” also trade-marked “Matador,” 
“Hungaria,” “Goldmark.” This is the 
only calf of this kind so marked in this 
country. 

2. 3000 meters of raw diamond- 
marked pythons. 

3. 5000 finished black and white 
rajah lizards. 

4. 50 dozen imported black antelope, 
each skin stamped “Made in France.” 
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UST 
a shoe! 


Study the 
Lorat HER 





‘Then «-- 


TRY to find its equal! 


“Look at this shoe. Good last, stylish, 
attractive.” 


“But just a shoe,” you might think. 


“No, sir, not by a long shot! Feel how 
soft and flexible that leather is. See what 
a lustrous, high polish it takes. Heft how 


light it is, for comfort. That leather won’t 
scuff or tear, or stretch out of shape—it’s 
the strongest leather for its weight known 
. 17% stronger than its nearest rival! 
This leather is genuine, imported Kanga- 
roo, tanned in America. Tough and strong, 
but soft and pliable—just try to find its 
equal!” 
Facts. Compelling, irresistible facts. The 
kind of facts that sell. 
In order to make a solid customer, one 








@ RICHARD YOUNG COMPANY 





J<angaroo 


@ SURPASS LEATHER COMPANY 
@ ZIEGEL EISMAN COMPANY 


who will come to your store again and again 
to satisfy his needs, you have to convince 
him of the quality shoes your store retails. 
And when new sales points are hard to dig 
up, here is one that is colorful, sound, and 
convincing—the superiority of Kangaroo! 
This superb leather, so long championed by 
athletes, is fast becoming the smart, new 
shoe leather demanded by well dressed men 
both for dress and street foot wear. 

And remember, “kangaroo sides,” “kan- 
garoo horse,” and “kangaroo calf” are not 
genuine Kangaroo. Only the genuine com- 
bines a// of the cardinal qualities of shoe 
leather. Only the genuine is tough and 
strong, soft and pliable, will take a high, 
brilliant polish, and won’t scuff or tear. 


AMERICA 








“BOSTON 


NEW YORK 





Tanned in 


PHILADELPHIA 
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WHERE TO BUY 


Children’s Footwear 
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ASS 
CHILDRENS 


FOOTWEAR 
IN STOCK 
Builds repeat business 


Free Sey e Bewbin o Kowmon 


| 
[ES HBASS © CO. it Main St. WILTON, MAINE } 













MRS. DAY’S IDEAL BABY 
é SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — infancy to 
four years! 


Danvers, Mass. 














Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT oe co. 
THIENSVILLE, . 








PATENTED 


ROBA» 
*SHOES 


Finest Quality Children’s Shoes 





M fi ed ly since 1892 
by 
SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 
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WHERE TO BUY 
Pullman Slippers 


li el a lh el i Ne ie ea 





VOLUME USERS 


a Ss 





Retail at $1.95 
The 1 Pullman Slipper made of 
Genuine Glace Kid leather—black, brown 
and other colors—ladies’ and men’s—Also 
im a variety of imported genuine grain 
leathers in all colors. Packed in different 


shaped pouches. 
M. GUSTIN CO. 











RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

Parties interested in supplying these wants 


should address The Inquiry Dept., BOOT & 
7 a 239 West 39th St., New 
ork, N. Y. 


In no case will the name and address of 
the merchant writing to us be given out. 
The RECORDER however will forward all 
letters and catalogs promptly to the in- 
quirers. Please refer to code identifying 
number. 


N 492. Books on window trimming and 
backgrounds. 














» ABOUT PEOPLE ¢ 








William Morris Assistant Buyer 


BuFFALO, N. Y.—William Morris has 
been appointed assistant buyer of boys’ 
footwear for J. N. Adam & Co., under 
George B. Sopher, manager and buyer 
for the men’s and boys’ wear division 
of the store, to succeed Lou Geiger, 
who has resigned as buyer of men’s 
and boys’ footwear for the store. Mr. 
Sopher will buy men’s shoes under the 
new executive personne] schedule for 
these departments of the store. 

Mr. Geiger has been buyer of men’s 
and boys’ footwear for J. N. Adam & 
Co. for the last seven years, having 
formerly been associated with the 
Sterling Shoe Co. of Buffalo as district 
manager. He has not announced his 
plans for the future. 





Sells Department Lease 


ATLANTA—Sol Yudelson, formerly 
owner of the shoe department at R. 
H. Davis & Co., has disposed of his 
lease to the W. H. Wohl Co. This 
is the second southern department to 
be operated by the company, the other 
branch being in Baltimore, it is under- 
stood. 





Hurt in Auto Accident 


Ottawa, OHI0—John Cartwright, a 
well known local shoe merchant, was 
seriously injured recently in an auto- 
mobile accident while on a business trip 











112-116 Madison Ave., N. Y. 





to Marion, Ohio. 
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They Want to Know Where to Buy 





N 493. Ladies center strap, gold heel pumps 


from stock. 

Munson last Army shoe, street 
model. 

Latex rubber Arch supports that 
can be retailed at a low price. 
Men's, women’s and children’s house 
vn to retail from $1.00 to 


N 494. 
N 495. 
N 496. 


N 497. Women’s shoes to retail from $1.95 

to $2.95 for new shoe department. 

A—Men’s staple, dress and work 
shoes. 

B—Rubbers, galoshes and rubber 
boots. 


N 498. 


N 499. Christmas boxes suitable for men’s, 
women’s and children’s house slip- 
pers. 

Gift boxes for hosiery during the 
holidays. 

N 501. Rubber arch supports. 

N 502. Men’s shoes to retail from $3.00 to 
$5.00. Quantity lots. By a Great 
Britain concern. 

Ski boots for both men and women. 
Ballet and Tap dancing slippers. 


Women’s stitch down shoes and 


N 500. 


N 503. 
N 504. 
N 505. 








oxfords at a low price. 





OBITUARY 


William Storch 


Newark, N. J.—William Storch, who 
conducted one of the outstanding shoe 
stores of Newark and the State of 
New Jersey, located at 423 Springfield 
Avenue, died suddenly Nov. 3. He was 
a director of several banking institu- 
tions in Newark and was active in the 
civic and fraternal life of the city. 
He was a member of the National and 
Middle Atlantic Shoe Retailers’ Asso- 
ciations. 

Born in Germany in 1871, Mr. Storch 
came to this country at the age of ten 
and learned shoemaking in a factory 
operated by his uncle. Later he traveled 
for the Middlesex Shoe Co. of New 
Brunswick, N. J., and at one time for 
the Herrick Shoe Co. Twenty-six years 
ago he started in the retail business at 
the store’s present location. He had 
progressive ideas and the business has 
prospered continuously. 





Mrs. E. P. Yarn 


ATLANTA—Friends of Ed. P. Yarn, 
manager of the hosiery department at 
Muse’s, will sympathize with him in 
the death of his wife, which occurred 
on Saturday, Nov. 7, in a local sani- 
tarium. An infant daughter, Joyce 
Whaley Yarn, also survives. 
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WITH 


LITTLEWAY LASTING 


THREE WAYS 
SOLE ATTACHING 


ARE POSSIBLE 











CHAI N STITCH (McKAY SINGLE THREAD) 
CEMENT PROCESS 








LOCK STITCH couse reso 


THE LOCK STITCH SEAM IS POSSIBLE 
BECAUSE OF THE ABSENCE OF SIDE 


LASTING TACKS IN LITTLEWAY LASTING 


THE LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 























WHERE TO BUY 
Ballet Slippers 











In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 

















CAPEZIO’S DURO-TOE a. pend.) 
IS DIFFERENT FROM AN 

OTHER DANCING SLIPPER! 
The many patented features in the 
making of this slipper cannot be 
duplicated. Your customers 
want only the CAPEZIO 








comfortable, long wearing 

DURO-TOE! 

DURO-TOE (Pat. lend.) 

New last with broader, Send for 






prectically indestructible 
toe. Patent suede toe 
protector doubles wear. 
White, Pink, Black Satin, 
Black Kid, to retail prof- 


itably at $5.50. 
e CHICAGO STOCK 
DEPT. 


Catalog 


Ask About Exclusive 
Franchise 


159 No. State St. 


333 WESTSZ°SE LOS ANGELES 
NEW ‘YORK CTY STOCK DEPT. 


MAIN OFFICE AND 1533 Rosalia Road 
FACTORY 

















BLACK KID BALLET SLIPPERS 
MADE ON RIGHT AND LEFT LASTS 


Wom. Miss. Childs 

Style No. 600..$1.35 $1.30 $1.25 
Style No. 609.. 1.20 1.15 1.10 
Coast Prices Slightly Higher 
Brooks Shoe Mfg.Co. 

Philadelphia 

Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St. 









IN 
STOCK 








BLACK KID BALLET 


nd 
SLIPPERS jan 
IN STOCK 
are $1.35 
Misses’ 11% to 2............00. 1:30 
Children’s 6 to 11........-.....- 1.25 


Hard Toe $1.00 per pair Higher 


ROTH SHOE CO., Manufacturers 
50 N. 4th St., Philadelphia 








[HARD TOE DANCING gaLlRPERS 
fi Pink, white, 
Black Satin, 


$260 
Black Kid — 


PAIR 
Sizes: ee yar} » 8 fate 


Send cy Catalog * 
Agency Proposition 
BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 

















BLACK KID 
RIGHT AND 





Send for catalogue and prices. 
W.M.KILLORAN = ®* |; Lynafield, 








Appropriate for Christmas 








Cabinets Sell Shoes 


DANVILLE, ILL.—Frank P. Meyer of 
Danville, Ill., says: “We have handled 
this new Beauty Box which is, of 
course a shoe cabinet. 

“It is both ornamental and useful, 
both for the home and the store which 
sells it. For the store it furnishes 
an attractive feature both as a win- 
dow and interior store trimming ac- 
cessory. For the home it is an added 
ornament for the boudoir, as it may 
be had in a variety of colors. 

“For the store it may act as a sug- 
gestive silent salesman, as this neat 
little cabinet holds two pairs of shoes 
to the drawer and there are four draw- 
ers. All we shoemen know that each 
woman should own at least twelve pairs 
of shoes and slippers. If we can get 
that thought over to Milady we have 
made a step forward in the march 
of progress. 

“Of course, if Milady does not care 
to own twelve pairs of shoes, she may 
use one of the drawers for hosiery 
and even another for those necessary 
accessories which are used for the 
proper care of shoes, such as polish, 
brushes for shoes, etc. 

“We have had these cabinets on sale 
for about eight weeks. We give them 
a prominent place in our window and 
find that they stop the passerby and 
hold his or her attention. They are 
about the most productive window 
salesmen we have had. 

“The first week we featured these 
cabinets, 67 of them were sold. They 
have continued to move in such pro- 
portions that we reorder on them each 
week. They are good sellers now, but 
from now until Christmas they should 
be tremendous sellers. 

“We have a sign over them in our 
window which reads, ‘A $1.50 shoe cab- 
inet for 75c. with the purchase of a 
pair of shoes.’ Our shoe prices range 











from $6.00 up.” 
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B. Wyde Buys Reed Store 


BEAUMONT, TEXAS—B. Wyde of Port 
Arthur has purchased the stock and 
fixtures of the Reed Shoe Store, 468 
Pear] Street, which went into the hands 
of a trustee recently when the Reed 
Shoe chain, consisting of stores 
throughout Texas, was caught in the 
failure of a San Antonio bank. Mr. 
Wyde stated that he paid $10,000 for 
the store. The stock was valued at 
$20,000 and the fixtures at $2,000. 

Sam Wyde of Beaumont, son of B. 
Wyde, will be manager. Mr. Wyde 
operates a store in Port Arthur, and 
his son is connected with the Boston 
Shoe store here. The Reed Shoe store 
is the largest and one of the oldest 
in Beaumont, having formerly oper- 
ated as Sutton Shoe Co. and prior 
to that as Keith’s. The Reed chain 
bought the store from the Suttons 
about a year ago and has just con- 
pleted remodeling the building at an 
expense of approximately $15,000. 





Plan New Store Hours 


York, Pa.—The York Shoe Retail- 
ers Association, at its monthly meet- 
ing held on Monday, Nov. 2, in the 
store of the G. R. Kinney Co., decided 
to adhere to the new winter schedule 
of store hours, advocated by the Re- 
tail Merchants Bureau of this city. 
Under the new schedule stores will open 
at 9 a. m. and close at 6 p. m., instead 
of opening at 8:30 and closing at 
5:30. 

Merchants attending the meeting re- 
ported a slight and gradual improve- 
ment in the local retail shoe business. 

Plans were made at the meeting for 
the annual get-together meeting of the 
organization, which’ will take the place 
of the December meeting. Employees 
of the member stores will be guests at 
the function. Edward Reineberg, presi- 
dent of the association, will personally 
direct plans for the affair. 





“Good Evening,” Business! 


SEATTLE—New policy of keeping 
open one night a week is proving help- 
ful in accommodating shoe store cus- 
tomers in the University District of 
Seattle, a high class residential district, 
where such patrons find it less con- 
venient to shop for shoes in the day- 
time. 

Wednesday evening now, due to the 
inauguration of the novel plan that 
says “Good Evening” to business up 
to nine o’clock, are new sales opportu- 
nities for both the Nordstrom shoe 
store, located at 4333 University Way, 
and Turrell’s, in the Collegiate Center. 
Both of these exclusive shoe stores are 
University district branches or com- 
munity shops of two large downtown 
district shoe stores in Seattle. 


W. O. Shaffer in New Post 


LOUISVILLE—W. O. Shaffer, formerly 
manager of the Buffalo store of Wil- 
liam & Son, has assumed his duties 
as the new manager for the shoe de- 
partment of the Kaufman-Straus Co. 
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Fou can’t get a better 
ADVERTISEMENT 


Here’s an idea that’s new! One that clicks with 
mothers and pulls the business to your store. 


Fairy Cinderella Foot Fitting Forms enable you 
to fit children’s feet in a new scientific way. Moth- 
ers marvel when they see their children’s feet in 
these transparent Fairy Forms. They no longer 
doubt your ability to fit their kiddies’ feet. They 
know because they see for themselves. 

What an advertising idea for building up a busi- 
ness! And only $25! Write for descriptive booklet: 
‘Are you sure this shoe fits her foot?”’ 

Seeing is Believing. SHOE FORM CO., INC., Auburn, New York 
This positive fitting sys- 
tem builds confidence. 


— ‘Jairy Cinderella 


FOOT FITTING FORMS 
Licensed Manufacturing Branches: 




















| 
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" 
| 
| 

| 
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Assure a Perfect aDerfect Fit 
/& for Your wes 


This is a Fairy Cinderella unit 
of 20 transparent forms, made 
in sizes 6 to 2¥%4, any width you 
select—A, B,C, D, E. Price 
complete with attractive rack 
$25. Second width of 20 forms 
with rack $20. Third width of 
20 forms with rack $15, 


Unrrep Last Co., Lrp., London Paris Frankfort Melbourne 
MontTrEAL, Que. England France Germany Australia 






































ane saemiilnia asec 
LAWRENCE LEATHERS 
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A Cc LAWRENCE LEATHER Co. 


BOSTON « PEABODY: NEW YORK: CHICAGO «ST LOUIS _ || Rates 


CINCINNATI > PHILADELPHIA-GLOVERSVILLE _ | hattan is here, as 





















“4 Few Short Blocks pea Exhibit Headquarters” 
THE NEW $3 
FORREST DOUBLE 


WEST 49h ST., JUST OFF BROADWAY 
Around the Corner from 50 Th 


300 ROOMS EACH WITH PRIVATE pn SHOWER, 
IRCULATING ICE WATER AND RADIO 


suiTEs ACCOMMODATING uP 
2.50 4 PERSONS +B 50 


SINGLE 7. 30 TO $10.00 PER ADAY DOUBLE 










OR AFTER ATTENDING THE DAILY EXHIBIT 
AS WELL AS BEFORE THE THEATRE, DINE IN THE 
MIRROR ROOM 


CLUB BREAKFAST 25< LUNCHEON 65c DINNER $1.00 
WRITE OR WIRE FOR RESERVATIONS TO INSURB 












eR OM 


Daily The “feel” of Man- 


SINGLE well as luxury of 
appointment. 700 
rooms with tub and 
$5 shower bath, cir- 

culating ice water. 


Hotel PARAMOUNT 


46th STREET WEST OF BROADWAY, NEW YORK 


CHARLES L. ORNSTEIN, MANAGER 















CHOICE ACCOMMODATIONS 
JAMES A. FLOOD MANAGER 
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WHERE TO BUY 
Spats 





Big gt BF DG PEGE Be 2 


BOND STREET 







Best known, most de- 
manded line. Styled in 
England and made in a 
full range of sizes and 
correct colors. Backed by 
powerful radio advertising 
over a Columbia Broad- 
casting System network— 
Supported by strong mer- 
chandising helps, attrac- 
tive packages, etc. Immediate delivery from stock. 
Write for samples 

THE WILLIAMS mre. qoupany 

Ports , Ohio, U. S. A. 


ON SN Ne 


WHERE TO BUY 


Bowling Shoes 




















BOWLING SHOES 





Style Ne. 206 Protessional 
In-Stock 
$2.70 Model 
Right Foot— 
Bubber sole and 
rubber heel 
Left Foot— 
Buckskin sole and 
rubber heel 


earn, gnet MFG. COMPANY 
Ituer Streets, Philadelphia, Pe. 
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WHERE TO BUY 
Shoe Forms 


thi li ee ei ee li dl eli elie eel li li tind 


I Fairy Jorms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn, N.Y. 
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WHERE TO BUY 


Vamp Easers 
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Vamp f:zers 





Vamp Ezers are curved strips of soft felt with 
serrated edges, gummed, ready to attach in- 
stantly. Relieve pressure from underside of 
vamp at edge. 2 Dozen pairs, in individual 
attractive packages, on one display card, $1.60. 


Address The Pats Co., Danbury, Conn. 











>» ON THE SELLING END « 


News of the Travelers and Sales Activities 





N. Y. Ass’n Meets Nov. 27 


NEw YorK—-The Boot and Shoe 
Travelers Association of New York 
will hold its annual meeting and elec- 
tion of officers'at Keen’s Old English 
Chop House, 72 W. 36th St., on Nov. 
27, beginning at 6.30 p. m. Following 
the meeting there will be a dinner and 
general get-together. 

The association is planning a num- 
ber of new activities now that head- 
quarters and a clubroom have been es- 
tablished in Room 537, Marbridge 
Building. Because of the general busi- 
ness situation, President Larrie Sass 
has been reluctant to foster activities 
that might strain the organization’s 
treasury, but it is now felt that the 
association is in a position to under- 
take several activities that will be of 
definite benefit to the members. 


Si-En-Tiffick Conference 


CoLUMBUS, OHIO—The semi-annual 
sales conference for the Si-En-Tiffick 
line of shoes made by the H. C. God- 
man Co., operating 11 shoe-making 
units in Columbus and Lancaster, was 
held at the company’s office with 14 
salesmen in attendance. The meeting 
was presided over by R. A. Grieve, 
general manager of the line. 

New lasts for the spring trade were 
distributed and the salesmen were op- 
timistic over the prospects for trade 
in the line which is rapidly gaining in 
popularity. 

The salesmen carrying the Si-En- 
Tiffick line are: F. M. Anderson, Cali- 
fornia; C. W. Emrich, Iowa, Missouri, 
Kansas, Nebraska and Colorado; L. H. 
Espey, Oregon, Washington, Idaho, 
Utah and Montana; M. E. Flynn, New 
York State; W. W. Freeman, Arkan- 
sas, Oklahoma, Louisiana and Texas; 
C. E. Joss, New England States; H. 
McKnight, Illinois, Kentucky, Tennes- 
see and Mississippi; J. R. Morrisette, 
Delaware, Maryland and Virginia; F. 
E. Thomas, Alabama, Florida, Georgia, 
North Carolina and South Carolina; 
A. W. Tornes, Ohio and West Vir- 
ginia; D. S. Van Tassel, Pennsylva- 
nia; A. E. Victor, Indiana and Michi- 
gan; H. E. Wise, Wisconsin, Minne- 
sota, North Dakota and South Dakota, 
and A R. Wright. New Jersey, New 
York City and Philadelphia. 

Messrs. Anderson and Morrisette are 
newcomers on the list. 





May With Moore 


St. Loutis—The Moore Shoe Co. an- 
nounces the addition to their sales staff 
of Howard May, long associated with 
manufacturers of high grade shoes, to 
represent the company in the leading 
cities between New York and Chicago. 
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Rice-O’Neill Sales Conference 


St. Lours—During the past week, the 
Rice-O’Neill Co. held its semi-annual 
sales conference. All the road men 
were in from their various territories, 
and after a series of meetings left with 
their new spring lines. Following is 
the list of Rice-O’Neill salesmen: 

H. L. Biddle, Pennsylvania, New Jer- 
sey, Virginia and West Virginia; John 
Conroy, New York City and the New 
England States; F. J. Flood, Illinois, 
Missouri and Iowa; J. F. Hiddleston, 
Georgia, Florida, Alabama, North 
Carolina and South Carolina; H. Lu- 
derman, Washington, Oregon, Mon- 
tana, Idaho, Utah and Wyoming; G. 
C. McAtee, California, Nevada, Ari- 
zona and New Mexico; Charles E. Mar- 
tin, Kansas and Nebraska; T. F. Pol- 
lard, Kentucky, Tennessee, Mississippi, 
Louisiana and Arkansas; J. H. Regel- 
man, Michigan, Indiana and Ohio, and 
D. C. Sarfaty, Oklahoma, Texas and 
Colorado. 





Paramount Salesmen Meet 


St. Louis—Paramount Shoe Mfg. Co. 
had their salesmen in St. Louis for a 
style and sales conference from Nov. 9 
to Nov. 14, inclusive. After five days 
of style consideration and price discus- 
sion, the meeting was concluded with a 
banquet. The outlook for the future is 
for one of the biggest Spring seasons in 
recent years. 

The salesmen attending this meet- 
ing were: C. S. Woodward, Central 
East Coast; Charles Toppino, South- 
east Coast; G. E. Lippman, Central 
States; I. V. Dreyfus, Southwest Cen- 
tral States; W. A. Stewart, Southwest- 
ern States; Joe Russell, Northwestern 
States, and M. A. Phillips, Rocky 
Mountain States. 

Morris Kalman, sales manager, is 
leaving for the East to attend the New 
York Style Show, and upon his return 
will stop off to meet some of the trade. 





George Wendorf With Rubin Bros. 


George E. Wendorf has _ recently 
joined the sales staff of Rubin Bros. 
Footwear Co. of Long Island City, 
N. Y., manufacturers of slippers and 
stitchdown footwear. Mr. Wendorf will 
cover New England, New York, New 
Jersey, Pennsylvania, Ohio, Indiana 
and Michigan, calling on department 
stores, large chains, mail order houses 
and wholesalers. Having covered this 
territory for many years he has a large 
acquaintance among the buyers. 








> THE PURPOSE OF BUSINESS IS PROFIT 4 
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O'Donnell Shoe Company 


512 Sibley St. 


















English Patterns ‘koa ae 
and Tree Legs . : 


Characterize 


O'Donnell 


Aristrocrats 


A complete stock line of dress 
boots for immediate at once 
service. 


Write 
For our new Aristocrat folder 
showing latest boot styles. 


Let us send you a 
sample pair of these 
new boots for your 
approval. 


Manufactured by 


St. Paul, Minn. 











World’s 
Tallest Hotel 
46 Stories High 


ma 

Q. aay 

The extra attention given to the needs of guests 

will favorably impress you. Nearest to stores, 

offices, theatres and railroad stations. Each 

guest room is outside with rig peat gat ice 

water, bed-head reading lam ~— = Servidor. a7 
Housekeeper on each floor. bee facilities, 





IN CHICAGO 





2500 ROOMS $3.00 UP 


| MORRISON HOTEL 


Madison and Clark Streets CHICAGO hid Glaze 7 Ad leutr al Creme 
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. good business for you to push 
Pee-Chee Neutral Creme, because 
it will get you the “cream” of the 
business—those discriminating cus- 
tomers who always return to the 
same store for the same superior 
product. 





















Pee-Chee Neutral Creme is a perfect 
preparation for black, tan, and col- 
ored smooth finish shoes. It does 
not cake in the bottle, leave the shoe 
waxy, or possess an unpleasant odor. 
It’s quick and clean to use; gives 
high polish instantly. Give Pee-Chee 
Neutral Creme a prominent display 
in your store, and don’t forget to 
recommend it to men as well as wom- 
en customers. 





Your jobber can supply the 3 fa- 
mous full-profit Pee-Chee Products— 
White, Neutral Creme, and Kid 
Glaze. 


LEONARD HICKS 
Managing Director THE PEE-CHEE CLEANER MFG. CO. 
Cleveland Ohio 


WHITE SHOE CLEANER 















Nov. 21, 1931 








ei i endid 





OO BT 


WHERE TO BU 


Dancing Sandals 
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GRECIAN 
DANCING 8 
SANDAL 





* KENDALL’S 


For Aesthetic 
Dancing 


IN STOCK 


GREY FAUN 
BLUE GREEN 
RED 












Price $.75 
WHOLE 
SIZES 
ONLY 
Sizes 6 childs’ 
to 10 women’s 
Bend for Oircular 
DEPT. C. 











* KENDALL SHOE COMPANY, * 


HAVERHILL, MASS. 











With the First Snow Flurry 


[CONTINUED FROM PAGE 35] 


Three little words, acesrding to W. A. 
Tomes, are doing much to put across the 
spat business. And what this Milwau- 
kee merchant has in mind is “We show 
them.” Continuing he said: 

“They are prominently displayed on 
a stand in the window, four colors, one 
above the other and the same display is 
shown on the floor in the store. We also 
have a display of two or three pairs 
with shoes both in the windows and in 
the store. 

“There are two kinds of men when 
it comes to spats—the man who likes 
them and the man who dislikes them. 
Therefore, we make our approach 
through practicability and comfort 
rather than style. The stand carrying 
the four colors can easily be set before 
the customer. We mention the practical 
side, and if this awakens interest we 
suggest trying them on, but in no case 
do we endeavor to overrule a strong an- 
tipathy. We feel we have sown the 
seed for future business by showing 
the spats, and a man will be less reluc- 
tant to come in and ask for the spats 
itself if we are not too insistent. 

“For this same reason we do not offer 
any extra compensation to our salesmen 
for selling spats, but by making them 
handy to show, a man at all interested 
in his job is interested in making the 
additional sale.” 

Several merchants do not agree with 
Mr. Tomes on the special or extra com- 
pensation offer. They find that to get 
the boys enthused over the selling of 
spats some special inducement is neces- 
sary. According to Walter Roose of 
Omaha, small cash first and second 
monthly prizes work wonders in the 
selling. His method is to have a first 
prize of $2.50 and a second prize of $1.50. 
This goes to the one making the most 
unit sales. Spats retailing at $2.00 and 
less count 1 point, and those selling 
over $2.00 score 1% points. The sales- 
man with highest total gross points cops 
the money. 





‘ 


Buy Now—But Buy What? 


[CONTINUED FROM PAGE 48] 


seem to help us know our customers. 
That’s one reason why so many mer- 
chandise managers and stylists are 
where they are today. . 

Unfortunately, too many retailers 
feel that, because the merchandise man- 
agers and store experts, big and little, 
didn’t perform miracles, there is some- 
thing all wrong with the idea that the 
customer must be studied. A lot of 
the experts depended on their instincts, 
on being born merchandisers. A lot of 
them didn’t know themselves and could 
never know a customer. But the only 
trouble with the principle of finding 
out about the mysterious consumer was 
that it wasn’t carried far enough. 

But we can’t spend thousands and 
thousands of dollars on statistics and 
get ourselves all tangled up in sys- 
tems, say the disillusioned retailers. 
You don’t have to. And every dollar 
sensibly spent in studying the consu- 
mer will return hundreds in profits. 
In every account book in your desk to- 
day there is a gold mine of informa- 
tion if you will only dig it out. 

First the buying public must be 
known as a group: What is it most 
likely to do and to like, so that the mis- 
takes you make can’t be absolutely 
fatal. But that isn’t all. Suppose we 
study the behavior of the buying public 
and finally decide that 79 per cent of 
people will do a certain thing at a 
certain time under certain conditions— 
we can make ourselves sure of 79 per 
cent of our public. But shall we cater 


only to the 79? Or shall we think of: 


the other 21? Doesn’t that depend on 
the kind of store? If we are “the only 
store in town,” we have to think of 
them. If we are the popular store, we 
might forget them entirely and never 
miss them. If we are the exclusive or 
smart store, we might think of the 
21 and neglect the 79. 

But if only 29 do a certain thing and 
31 do something else and 40 still a 
third thing, what do we do then? Then 
we have to have a real merchandising 
policy. It must be detailed and thor- 
ough and based on a detailed and thor- 
ough understanding of the people whose 
money we want. 

And by merchandising policy, is’nt 
meant such primer stuff as buying the 
right assortment? It is taken for 
granted that the size assortment of 
shoes is right and the size of wash- 
ers for the size of faucets in town is 
right, and that we have A.C. or D.C. 
radio sets for the local current. A 
merchandising policy means as _inti- 
mate a knowledge of every possible 
customer as it is possible to get, plus 
as intimate a knowledge of all possible 
merchandise as it is possible to get. 

Now that there are so few consumers 
hanging around, wouldn’t it be a good 
time to start studying them? 

It is a long job and a never-ending 
one, but it wouldn’t be hard to start 
something like this: 
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1. Sit down and right all the things 
you don’t know about your customers. 

2. When you get tired of that, which 
will be about one-hundredth of the way 
through the list, lay out a little pro- 
gram for your own store, for study- 
ing the best way to study. 

3. Decide which people, and at what 
points and when, ought to be in posi- 
tion to learn the most about the con- 
sumer. 

4. Work out simple ways for them to 
register certain important facts about 
each customer. 

5. Study your charge accounts. 

6. Study your own books. 

7. Study. 


Merchandising Men’s Slippers 


[CONTINUED FROM PAGE 38] 


Nowhere is the question of assort- 
ments more important, and sales may 
be delayed or sometimes lost because 
of a difference in linings or in bottom 
finish. 

The stock is normally peaked 
around Nov. 15, and small runs of 
the styles to be carried are displayed 
from the end of August, so that a 
preliminary view may be had to see 
which styles and colors need build- 
ing up. From the end of November 
until Jan. 1 the problem is to bring 
the peak stock down to the average 
stock carried. How successful this is 
will depend on the records and the 
use to which they are put. If we accu- 
rately forecast the colors, then by using 
our experience in size turnover and 
our sales experience by types and 
styles, we are able to build up a stock 
of slippers that will turn over in the 
twenty-four selling days from Thanks- 
giving to Christmas. It is necessary 
that the average slipper price line is 
not out of line with the average gross 
sale for the store for December. 

Selling control, more commonly 
known as publicity or promotion, is ob- 
tained by anything that influences a 
customer to buy: 

(I) Advertising 
(II) Displays 

(III) Personnel contacts with cus- 

tomers. 


Advertising. It is generally the ten- 
dency in advertising to run ads when 
the merchandise to be advertised is 
at or near its peak. The peak period 
for slippers finds the newspapers so 
filled with ads that any individual ‘ad 
is likely to be lost. Better results are 
obtained by running the ads at the 
end of November and the beginning 
of December. The type of advertising 
to be used will vary with the ideas to 
be promoted. To convey to the public 
the idea of complete assortments in 
prices, styles and materials seems to 
produce better results than to promote 
any one slipper or any one price. The 

[TURN TO PAGE 70, PLEASE] 
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He didn’t count sheep 
jumping a fence 


N3 SIR! The guest we have in mind 
had his own cure for insomnia! He 
asked us to furnish a thermos bottle full 
of hot milk, so that he could have it by 
his bed, in case he woke up at night, 
take a drink... then get to sleep again! 
Thermos bottles and hot milk aren't 
part of the standard equipment of United 
Hotels... but we do have large, airy 
high-ceiling rooms, with a feeling of 
pleasant freedom...and the beds... 
well, if you've ever slept in one of our 
hotels you know how good they are! 
So there’s very rarely occasion for in- 
somnia at any of the 25 United Hotels 
listed below. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY'S only United.............- The Roosevelt 
PHILADELPHIA, PA..............-- The Benjamin Franklin 
SHAT UGE, WAGER 66 osc ccvscacsesnedecusceve The Olympic 
WORCHOTER, MASE. 5.605555 ccccscccccccwscs The Bancroft 
NAME iy Bio vic cv ciccncescncsuccneue's The Robert Treat 
PATERGONM, Hi Bec cccccccdeccces The Alexander Hamilton 
WRENN) oc csincccsvevsscdocersesecs The Stacy-Trent 
SUARMIIII I os 5 oo cciccccecccccedaces The Penn- Harris 
MEMES PIES 6 6 ic elt sis: 5 tin vende des enccascces The Ten Eyck 
SURACUOIN INS Wo cies vies vicccccucisendasen The Onondaga 
OG Ge Wire a cio eiced cesiccadacterecccsces The Seneca 
MEAG AEE PALES, NeW oink oocccsc ccncncdesacs The Niagara 
WU aire eva ce ci cesinccdatiscccuctencaues The Lawrence 
MR OG CORIO «65.6.0 o es sisidesensmeatdsesed The Portage 
Wt NN 05 60 io bis ee areccdenccrtentecces The Durant 
MANGES CITT, MOS 6 occciccccisecdcédccccene The President 
NUMMGINU ANGE oo aiceccucucestenccenevat EI Conquistador 
SAN FRANCISCO, CAL; .6.656660scccescaces The St. Francis 
SHREVEPORT,LA..............-- The Washington-Youree 
RW CRU GANE BAS 60025 oe sccccsccunveccces The Roosevelt 
NEW ORLBANES TNs 6.00005 csiécccosctscuvcece The Bienville 
TORONTO, ONT. 6065 sciccéccccsescees The King Edward 
NIAGARA FALLS, ONT. ........0ceececcecceces The Clifton 
WIIDAONS GUN occ cccccvaccteccsecens The Prince Edward 
KINGSTON, JAMAICA, B.W.L.+..eeee0e The Constant Spring 


——uit»—__ 
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Your jobber 
has them in all 
styles and 
colors—or he 
will quickly 
get them for 


you. 









.... Of course you 


know why.... 


One reason is that a pair of the 
finest Pure Silk laces money can 
buy will cost your customer but a 
few cents more than a pair of 
laces doubtful in quality and 
doubtful in service. 


Few people hesitate to pay the dif- 
ference when they realize that 
greater value and longer service 
are built into the Pure Silk lace. 


And, if you offer them Schaeffer 
Laces, you offer the best—for 
Schaeffer’s have been the stand- 
ard of Pure Silk lace quality for 
nearly twenty years. 


EDOM THE 


SILKS 


PUREST 


SCHAEFFER & COMPANY 
222 Cedar Street, Reading, Pa. 
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CLAVWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. e ee 














SALESMEN WANTED 


SALESMEN WANTED 





POSITION WANTED 








Increase Your 
Income 


Side Line Salesmen to carry four 
samples of men’s elk leather qual- 
Ity work shoes. Made by Patented 
Process Goodyear Welt. Established 
trade in some territories. Out- 
standing repeater. In stock widths 
A to E. Commission paid monthly 
on direct and mail-orders. Prefer 
salesmen located in their territory. 
State territory covered and line 
carrying. 

Address C-687, care Boot and 


Shoe Recorder, 239 W. 39th St., 
New York, N. Y. 











Si LINE INFANTS’ PREWELTS 
LABLE for men with established trade. 
preposition Liberal commission. Old 
estab house. Address C-592, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


S ALESMEN WANTED who are ee gna 
in making a Profitable a nd perma: 
nection. TEXAS, UISIANA. KENTUCKY 
AND TENNESSEE, aan o Retin 
thas ANEBRASEA 
ORTHERN CALIFORNIA, WASHING. 
TOR AND OREGON and other desirable 
territories open. Our line of fast selling high 
styled novelty shoes priced to retail at $3.00, 
$4.00 and $5.00 is nationally sold and well 
established. If you are a live wire salesman 
with a real desire to make money write us 
ving road selling experience and age. Ad- 
ress SHU-STILES, Inc., 1330 Washington 
Ave., St. Louis, Mo. 








SNAPPY SIDE LINE. Well known Infant’s 

_ First Steps and Soft Soles. Monthly com- 
mission settlement. Profitable territory avail- 
able including Wisconsin, Illinois, Missouri, 
Kansas, Iowa. Give references, territory, a 
lines now selling in first letter. G. 
CHESBROUGH, Manufacturer, 797 Smith St. 
Rochester, N. Y. 


SALESMAN wanted to carry side line In- 
fants’ Prewelts. Reply with references. Ad- 
dress C-679, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





S- fast-selling line of men’s specialty 
shoes. Many patented features. All in 
stock. Territories open: entire South; Iowa 
west; etc. NU-MATIC SHOE CO., 512 W 
Florida St., Milwaukee, Wis. 





SALESMEN WANTED—Large Saint Louis 
wholesaler of Women’s In-Stock footwear 
will distribute fast line of novelty shoes to 
retail at $2.00. CALIFORNIA. TEXAS, 
KLAHOMA, LOUISIANA, GEORGIA, IL- 
LINOIS, OHIO, and other excellent territories 
open. Strictly commission proposition; can be 
handled as side line. This is real money making 
opportunity. When applying state road selling 
experience. Address C-688, care Boot & Shoe 
+ a mn 239 West 39th Street, New York, 


POSITION WANTED—Manager for store 
or shoe department. Eleven years thorough 
shoe experience in business for self. Buying, 
selling, merchandising, stock records, etc. Fa- 
miliar with chain store operation. NAT 
SIMON, 74 William Street, Newburgh, N. Y. 





Buyer or Manager, a man who has a thor- 
ough knowledge of the retail shoe business and 
one who can make a profit for a shoe depart- 
ment or store. To prove my ability will start 
at a reasonable salary and a percentage of the 
profits. Best of references furnished as to my 
ability _ character. Address C-685, care 
Boot & Shoe ~ ane 239 West 39th Street, 
New York, N. 





[™ 30 YEARS of age with 12 years of shoe 
experience as a clerk, buyer and manager 
also traveling for past two years on the road. 
Possess one term of university training, special 
course in orthopedic training at the Scholl 
School in Chicago. Would gladly accept a 
position paying living wages. ARTHUR S. 
GAWLICK, 3618 Caniff Street, Detroit, Mich. 





LINE WANTED 


LINE WANTED for Maine, New Hampshire, 

Vermont and Eastern Massachusetts by a 
salesman who has three hundred and sixty two 
accounts in women’s medium pri welts, Mc- 
Kays and comforts. hg to the closing of 
the factory, now available for new line. as 
led all salesmen of the house during the past 
six months. Address C-686, care Boot & Shoe 
as maa 239 West 39th Street, New York, 








FOR SALE 


SHOE FIXTURES for two windows, including 
stands, tables, plate glass, stools, Bargain. 
DAVID HILTHER, South River, N. J 








re. STORE—Corner, long established, best 
location in Meriden, Connecticut. Cheap 
rent. Gentile trade. Hands of Liquidators. 
Must sell at once, with or without stock. 
Reasonable. ABRAMSON, 1170 Gerard Ave., 
N. Y. C. Telephone Jerome 7-3473. 





V ERY desirable territories open for High 
Grade Salesmen with established trade to 
carry our line of Rochester made Children’s 
Shoes. Highest Commission paid. Spring 
Samples now ready. Write full particulars 
oy? SHOE CORPORATION, Rochester, 


FoR SALE Self Service Family Shoe Store. 
Modern set up fixtures only, no stock, low 
rent. Annual business forty thousand, five 
hundred buys establishment January first. Own- 
er retiring. Address C-693, care Boot & Shoe 
penton, 239 West 39th Street, New York, 





SHOE STORE MANAGER, thoroughly ex- 
perienced in all branches; graduate practi- 
pedist, advertiser, window trimmer and show 
card writer, is open for a connection with 
private or chain concern. Will go anywhere. 
Address C-692, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y 





S REPRESENTATIVE of Ladies Shoe 

Line; connected over ten years with high 
grade manufacturer, excellent reference. New 
York connection preferred. Address C-691, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





FOR LEASE 





FOR LEASE. Space for ladies shoes of the 
popular price and better type, in established 
ladies ready-to-wear store, good bey or city 
of 45,000 in West Texas. ddress C-689, care 
Boot & Shoe Recorder, 239 West. 39th Street, 
New York, N. Y. 








TO LET 





SCHENECTADY, N. Y. and TROY, N. Y. 
100 per cent locations adapted for shoe 
stores. CAPITOL LEASING CO. Inc., 1402 
State Bank Bldg., Albany, N. Y. 











CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. 6@ 





RATES 
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MERCHANTS’ NEEDS HOTELS 





BUSINESS OPPORTUNITY 

































New Improved 
uy Cup 
for Price Tickets 
TILTS AT ANY ANGLE 


Opening for Shoe Store 





Through surveys made by the undersigned in a 
prosperous Middle-west university town, a definite 
opportunity for a shoe store has been developed. 
Community possesses large buying power and main- 
tains high standard of living conditions. Apply 
Pace Incorporated, One North La Salle Street, 
Chicago. 





The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 

















Nok © “COMPAN? a 
Louis 


M. D. POLLING 
216 Holland Bid 























YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
a tal required or goods to buy; no agency 


Day and Night 
LETTERED 
VALANCES 
Free Samples 
and Designs 









Room and Bath from 
$3 single $4 double 









c or soliciting. Established 1894. Address AMD: 
= Stephenson Laboratory, 21 Back Bay, ARTCRAFT CO. 500 Rooms 
pecan 160 N. Wells Home folks will 
like this hotel 















HOTEL 
BRETTON HALL 








MERCHANTS’ NEEDS 


Everything for Your Windows 
Futuristic Displays and 





ee “SZe eo BO 


| dl 





MR. SHOE RETAILER 
Thaw Out Your Frozen Assets 


with a real shoe sale—only latest methods em- 
ployed—amazingly uncostly—$85 per week (some 


Backgrounds 
Artificial Flowers, Vases, Window Fixtures, 
Paintings, o. - a Velour hn og 
aper ibbon Borders, Decorative Pap 
Puffing, Foils. "Flitters Valances, Draping Material, 
Gress & Mats. Send for Fancy Paper Booklet. Price 
ickets. 


DAVE’S DISPLAY DECORATIONS 


BROADWAY at 86th ST. 
NEW YORK === 




















) 








States slightly higher). Personally conducted by 


GEO. B. EDGAR, Sales Engineer 


“Shoe Sales Exclusively’’ 
Coshocton Ohio 


| HOTELS 


118 West Broadway, New York 
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MERCHANTS’ NEEDS 














| WANTED TO PURCHASE 











POSTER @ DEUTSCH 


4386 Grand St., New York City 
Phone Dry Dock 4-0352 


Hotel 












— BUY FOR CASH — i WINTHROP 
: entire or surplus stocks of a7! 
SHOES—DEPT. STORES G er cee 
Leases assumed Transactions confidential 4 47% STREET 
es LEXINGTON AVE. you cannot afford . 
a NEW YORK “shove ee 














ed information 


The location of the Winthrop com- oneg En zaving Lo. 


bines residential luxury and transit cAween ts 
convenience ... All rooms are out- | Sumo ‘A tu dios: WISCONSIN 


side and large, light and airy... 
Ample closet space, serving pantry, 
sink, and electric refrigerator with 
each suite . . . Main and private 
dining rooms. 


We will pay the best price for 
your surplus or entire stocks of shoes, 
Sas merchandise or department 
— Leases assumed. 





Write - 
in matters. strictly confidential. 


I. SIMON CO. 


101 Reade St, New York City’ 
Phone Worth 2-592: 





Aid in Dress-Up Campaign 

Two shoe dealers cooperated with 
fourteen downtown Milwaukee furnish- 
ing merchants in staging a dress-well 
contest. The contest ran for six weeks, 
and its object was to write a slogan 
of ten words or less on “Why Men 
Should Dress Well.” Newspaper adver- 
tising was used to advise the public 
concerning the contest. 

The first prize was a cash award of 
$100; the second, $75, and the remain- 
ing sixteen merchandise prizes. The 
contest came in for a_ considerable 
amount of attention, and hundreds of 
replies were received 

Hanan & Sons and the Sterling Shoe 
Corp., the two shoe dealers participat- 
ing in the contest, each awarded a pair 
of shoes as a prize. 








} HIGHEST CASH PRICES 
PAID 


Single rooms with bath from $4 
single, $5 double. 


for shee stecks, slow sellers, ete. Shert time 
lessés taken over. Transactions confidential. 
Est. 1890 r 
MAX GLAUBERG > 
327 Church St., New York City 
Phone: Canal 6-2632 














If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phene Canal 6-4298 and 4299 
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A GOOD THING 

















THE CREASED BREAST HEEL+ 


The CREASED BREAST HEEL IS GOOD 


The Creased Breast or Monoslot Heel with single 
slot in center of breast in which to tuck the cover 
is good. It makes neater breasts that stay clean and se- 
cure longer, and it saves money over “breasted” heels. 


Both types of Creased Breast heels save money, time, 
and material; they improve the appearance and wear- 
ability of your shoes. And the covers “stay put” (which 
xannot be said for either breasted or lap-front covers). 





AUBURN, ME. - COLUMBUS, O. 


Co arisen 


| TRADE 
: . ON EVERY 






+ Heel Patent # 1,718,177, dated June 18, 1929 








AND AN 
IMPROVEMENT 





THE TRISLOT HEEL + + 


BUTI tHe trisLot HEEL IS BETTER 


because the tongues on each side of the center slot 
spring back when the cover is tucked into that slot. 
The slots may be made narrower, thus making a tighter 
joint; the labor of tucking is less. One width of slot 
will do for all kinds of heel covers—satins or alli- 
gators. The cost of blocks is only one cent per 
dozen pair more than for heels with single slots. 


All Mears plants se!l TRISLOT heels (as well as MONOSLOT heels) 


| Fre>D \W. MEARS HEEL COMPANY, INC. 


ST. LOUIS, MO. - AUBURN, N. Y. 


Associated Companies 
CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 


LOOK FOR THIS 


MARK 
HEEL SEAT 







& 4 Heel Patent #1,761,359, dated June 3, 1930 
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CALIFORNIA—Los Angeles—Stevens Shoes; 
Inc.; boots and shoes; recently incorporated. 

Van Nuys—M. A. Rogan; boots, shoes, etc. ; 
succeeded by Jack Mauer. 


ILLINOIS—Chicago—Davis & Cohen (3752 
Fullerton Ave.); boots and shoes; partnership 
dissolved ; succeeded by Mitchell Davis. 


MASSACHUSETTS—Boston—Goodnow Shoe 
Co. (596 Atlantic Ave.); wholesale boots and 
shoes; recently incorporated. 

Chelsea—Everett Avenue Self Service Shoe 
Store; boots and shoes; business certificate filed 
by Aaron Rosenberg. 

Lynn—Marvel Shoe Co.; manufacturers; re- 
cently commenced business. 

Salem—Philco Shoe Corp.; manufacturers; re- 
cently commenced business. 

Somerville—Libby’s Shoe Store (27 Union 
Square) ; boots a 4 shoes; reported opened for 
business on Nov. 

Fc Allg a N. Louis; boots and shoes ; 
store closed. 


MICHIGAN—Houghton Lake—James H. Ol- 


BUSINESS CHANGES 


iver; boots, shoes, 
E. J. Glendenning. 

NEW YORK—Brooklyn—Brooklyn Surplus 
poral Corp.; boots and shoes; recently incorpo- 


etc.; reported sold out to 


rat 

Glassman Bargain Shoe Co., Inc. (227% 86th 
St.) ; sold or closed out business. 

Haverstraw—I. Raywid; boots, shoes, etc.; 
store closed. 

OHIO—Columbus—The Boston Shoe Co.; 


boots, shoes, etc.; recently incorporated. 
John M. Caren & Co. (169-175 N. High St.); 
boots, shoes, etc.; reported liquidating. 
OREGON—Portland—Harry Compton, Inc.; 
boots, shoes, etc.; inc. authorized capital $2,000. 
Goldstein & Co., Inc. (104 Washington St.) ; 
boots, shoes, etc. ; inc. authorized capital $10,000. 
TENNESSEE — Memphis — Pennington Shoe 
Co., Ine., recently incorporated. 
I pe Brenhan — Henry’s Slipper Shop; 
ts and shoes; inc. authorized capital $5,000. 
DOWISCONSIN Milronken, Seendeed Shoe Co. ; 
boots and shoes; recently incorporated. 





FAILURES, EMBARRASSMENTS, Etc. 


ARKANSAS—North Little Rock—F. & I. 
Goldberg; boots, shoes, etc.; reported offering 
to compromise at 25 per cent. 

CALIFORNIA—Ocean Park—W. E. Jones; 
boots, shoes, etc.; reported assigned. 


CONNECTICUT—Bristol—M. Lessard ; 
boots and shoes; reported petition in bank- 
ruptcy. 

DELAWARE—Smyrna—Sheubrooks & Mid- 


dleton Co.; boots, shoes, etc.; reported receiver 
appointed. 


ILLINOIS—Chicago—David Cohen (‘‘Monti- 
cello Bootery’’) (3623 W. Chicago Ave.) ; boots 
and shoes; reported assigned. 

La Salle—Hyman Klein; boots, shoes, etc.; 
reported petition in bankruptcy. 

Mount Vernon—Wm. Sebel’s Shoe Store 


(“American Shoe Store”); boots and shoes; re- 
ported petition in bankruptcy. 

St. Charles—E. Simon; boots, shoes, etc.; re- 
ported petition in bankruptcy. 

Waukegan—Harry S. Mansfield (‘‘Waukegan 
Sample Shoe Store’) (109 N. Genesee St.); 
boots and shoes; reported petition in bank- 
ruptcy. 

MAINE—Auburn—Alfred J. Sweet Co.; 
manufacturers; reported receiver appointed. 


shoe 


MASSACHUSETTS—Boston—Morris Shuman 
(495 Mass. Ave.); boots and shoes; reported 
assigned. 


Worcester—George Weisblatt (76 Southgate 
St.) ; boots and shoes; reported assigned. 

MICHIGAN—Detroit—Ben Greenberg; boots, 
shoes, etc.; reported petition in bankruptcy. 

Flint—Harry M. Bloomberg & Son; boots and 
shoes; reported petition in bankruptcy; reported 
receiver appointed. 

NEW YORK—Binghamton—Henry S. Weiss 
(“Clinton Shoe Co.’’) (182 Clinton St.); re- 
ported petition in bankruptcy. 

Brooklyn—Glenmore Shoe Co., Inc.; manufac- 
turers; reported offering to compromise. 

Goldberg’s Pitkin Avenue Bootery, Inc. (2571 





Pitkin Ave.); boots and shoes; reported called 
meeting of directors for Nov. 9. 

Harry Kesner (278 Dumont Ave.) (373 E. 
98th St.) ; boots and shoes; reported petition in 
bankruptcy. 

Irving Krug (408 Knickerbocker Ave.) ; boots 
and shoes; reported called meeting of creditors 


for Nov. 5. 
Renown Shoe Corp. (330-32 Melrose St.): 
manufacturers; reported called meeting of 
creditors. 


. Mattituck—Jack Jay Levin (Mattituck Cloth- 
ing Co.); boots, shoes, etc.; reported petition 
in bankruptcy. 

New York City—lIrving’s Bootery, Inc. (106 
E. 14th St.) ; boots and shoes; reported assigned. 

Rose Marie Boot Shop (1592 Broadway): 
boots and shoes; reported assigned. 

Rochester—F. S. Elam Shoe Co. Inc.; manu- 
facturers; reported offering to compromise at 
40 per cent. 

White Plains—Clayton V. Ten Broeck (‘The 
Ten Broeck Shoe Store’’); reported petition in 
bankruptcy. 

OHIO — Cleveland — Rossman  Bros.; boots, 
shoes, etc.; reported petition in bankruptcy. 

Fostoria—Church Shoe Co.; boots and shoes; 
reported petition in bankruptcy. 

PENNSYLVANIA — Jessup — Joseph Feigen- 
baum (‘‘Joe’s Men’s Shop’’); boots, shoes, etc. ; 

reported petition in bankruptcy. 


Masontown—Morris Margolis; boots, shoes, 
etc.; reported petition in bankruptcy. 
Philadelphia—Louis Belfer (‘‘The Fashion 


Shop”) (3008 Richmond St.) ; boots, shoes, etc. ; 
reported petition in bankruptcy. 

Pittsburgh—M. Wolf (“United Clo Co’) (974 
Liberty Ave.) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Shamokin—Ely Moskowitz (320 East Inde- 
pendence St.); boots and shoes; reported peti- 
tion in bankruptcy. 


NEW SHOE STORES 


P New York, N. Y.—Brooklyn Surplus Shoe 
orp. 
New York, N. Y.—George’s Tailoring, Shoe 
Repairing & Hat Cleaning Co. 

Oswego, N. Y.—The Army & Navy Store, 16 
East Bridge St. 

New York, N. Y.—Daska Bootery, Inc. 

New York, N. Y.—Apex Wood Heel Corp. 

Clinton, Mass.—Clinton System Co. (Mfr.), 
69 High St. 

Columbus, Ohio—The Boston Shoe Co. 

Philadelphia, Pa.—Standard Shoe Repairing, 


Inc. 
New York, N. Y¥.—Lincoln Shoes, Inc., Queens. 
Milwaukee, Wis.—Standard Shoe Co. 
Memphis, Tenn.—Pennington Shoe Co. Inc. 
Haywood, N. C.—Hudson’s Department Stores, 


ne. 
Los Angeles, Cal.—Stevens Shoes, Inc. 
Long Beach, Cal.—The Star Stores, 
American Ave. 
a Colo.—Schmidt Dry Goods Co. 
vington, Lg le ay Miller (soon). 
South Boston, Va.—The Outlet Store. 
rman, Tex.—The Dixie Store. 
Graceville, Fla.—Mose M. Smith. 
Northport, N. Y.—Morris Bloomfield (soon). 
Fayetteville, Tenn.—Hirsch & Co. 
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Falls City, Neb.—Ray Dabner, 1611 Stone St. 

Versailles, Ky.—Tony Huser. 

Fort Hope, Ont., Can.—McKellar’s Boot Shop. 

Clay Center, Kan.—R. B. McCartney. 

Olivia, Minn.—Oscar Aberman (soon). 

Waynesburg, Pa.—Craft’s, Silveus Bldg. 

Birmingham, Ala.—Mrs. E. K. Morera, 2515 
32nd Ave. 

Aurora, Ind.—F. J. Fewell. 

Edinburg, Tex.—J. O. Duncan (soon). 

Butler, Ind.—B. J. Goldman (soon). 

Gardner, I11—E. Agamy, Exchange Bank 


Idg. 

Jersey City, N. J.—Crown Army & Navy 
Merchandise Store, 358 Jackson Ave. 

Newark, N. J.—American Outlet Store, 44 
Market St. (soon). 

Pomeroy, Ohio—Joseph Rubin (soon). 

Hamburg, Ark.—Chas. F. Carpenter. 
~ A — N. Y.—Stylecraft Shoe Co., 155 

New York, N. Y.—Fashion Footwear, 191 De- 
lancey. 

Kennewick, Wash.—Glen Utes (soon). 

Hiattville. Kan.—A. M. Routh. 

Kansas City, Mo.—Smith Shoe Stores, Inc., 
18th and Grand Ave. 

Long Beach, Cal.—Coast Shoe Co., Ltd. 

Miami, Okla.—Sam Brimhall. 





69 





- -THE- - 
BUYS INE 
BAROMETER 


a ae 


oro ne W. Va.—O. M. Schultz, Beach 
St. (soon) 


PR ene “Ga.—Burts Shoe Stores, 33 Whitehall 


ne Iowa.—Manson Bargain Store. 
Moline, Ill.—Anderson’s Toggery, 405 15th St. 
Wilmington, Del.—Atlas Shoe Mfg. Co. 
Philadelphia, Pa.—Litivia, Inc. 
West Bond, Wis.—A. Feldman. 
Wewoka, Okla.—Butts Clothing Co., 
Wewoka. 
Campbellford, Ont., 
t 


ore. 

West Bend, Wis.—A. ge Lazarra Bldg. 
Littleton, W. Va.—S. Hinerman. 
Fayetteville, Tenn.—A. * S. a 
Sheboygan Mich.—Jos. M. Bue 

New Bern, C.—Tonke!’s, $8 Middle St. 
Pittsburgh, Pa.—The Palace, 619-23 Liberty 


ve. 
Macungie, Pa.—Century Shoe Mfg. Co. 
Clayton, N. C.—J. G. Barbour & Sons, Inc. 
Camden, N. J.—Greenetz & Greenetz, Inc. 
Paterson, N. J.—Leffertz, Inc. 
Morristown, Tenn.—Manuel Taylor, Main St. 
New Orleans, La.—Jack Sutton, 833 Canal St. 
New York, N. Y.—Perfect Footwear Co., 38 
W. 22nd St. 
New York, N. Y.—Comis Shoes, Inc. 
Fergus Falls, Minn.—Joe Langley, 
Store. 
Scottsbluff, Neb.—B. F. Davis. 
Bartlett, Neb.—Otto Rumsick (soon). 
Florence, Neb.—Ben J. Gershun. 
Scottsbluff, Neb.—L. C. Burr, McCreary Bidg. 
Escanaba, Minn.—Geo. E. Sinclair, 11 Central 


Ave. 
ba gy 178-80 
E. J. Buckley 


Fourth St. 
Olivia, Minn—O. Aberman, 

Bldg, 

Mobridge, S. D.—Mankoff & Son. 

Webster City, Iowa—Armstrong, Inc. 

Minneapolis, Minn.—Nelson Shoe Store Co., 
3007 Hennepin Ave. 

Devils Lake, N. D.—H. B. Highum. 

Tekoa, Wash.—Leo Elvy. 

Reedsport, Ore.—C. B. Sundbahm. 

Portland, Ore.—Joe Shatyski, 388 N.E. 41st 


St. 
Portland, Ore.—Jack Burtch, 1306 E. Glison 
Portland, Ore.—Emil Gustafson, 53 N. 6th St. 
Portland, Ore.—Rudolph Willis, 204 S. Jersey. 
ca tberdeen, Wash.—Style Bootery, 114 W. Wish- 
Los Angeles, Cal.—Jordan’s 5204 
Whittier Blvd. 


Pasadena, Cal.—Fair Oaks Department Store, 
461 S. Fair Oaks Ave. 


114 N. 


Can.—Davis Bargaiu 


Norby 


Iowa—Stevenson & Eaton, 


Bootery, 
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BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass......... 55 
Arnold, M. N., Shoe Co., South Weymouth, 
DENG ventea se ousseae Cheon sores sa oeee8 41 


Bass, G. H., & Co., Wilton, Me.......... 58 


Ben & Sally Theatrical Footwear, Inc., 
Se Ns 0 cee ww csupvevensceees 


Blog Shoe Co., Inc., New York City...... 60 
Booth, Walter Shoe Co., Milwaukee, Wis.. 25 
Brooks Shoe Mfg. Co., Philadelphia, Pa. .60, 62 


Brown Shoe Co., St. Louis, Mo........ 29-30-31 
Capesio, New York City........sccccceces 60 
Central Shoe Co., St. Louis, Mo.......... 34 


Chase, W. S., & Sons, Haverhill, Mass.... 56 

Clapp, Edwin, & Sons, Inc., East Weymouth, 
NG. inenieN vase bees Kouasveawsebeciene sae 54 

Doerman Shoe Co., So. Milwaukee, Wis.... 39 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 56 
Evans, L. B., Son Co., Wakefield, Mass.... 56 


Gilbert Shoe Co., Thiensville, Wis.......... 58 
Gustin, M., Co., New York City............ 58 
Howitz, Vincent, Co., New York City..... 56 
Hoyt, F. M., Shoe Co., Manchester, N. H.. 54 
Ideal Baby Shoe Co., Danvers, Mass...... 58 
Juvenile Shoe Corp., Aurora, Mo.......... 53 
Kendall Shoe Company, Haverhill, Mass.... 64 
Killoran, W. M., Lynnfield, Mass.......... 60 


Mishawaka Rubber & Woolen Mfg. Co., 
DR US ob otkod ova dcvcsedisceses 


~~ Bridge Shoemakers, Lynchburg, 
47 


Nettleton, A. E., Syracuse, N. Y........... 54 
O’Donnell Shoe Co., St. Paul, Minn........ 63 
Old Colony Shoe Co., Brockton, Mass...... 54 
Packard, M. A., Brockton, Mass........... 54 
Pedigo-Lake Shoe Co., St. Louis, Mo...... 1 


Peters, Branch of I. 8. Co., St. Louis, Mo.. 37 
Richards & Brennan Co., Randolph, Mass.. 54 


Roth Shoe Co., Philadelphia, Pa.......... 60 
Shaft-Pierce Shoe Co., Faribault, Minn..... 58 
Smith, J. P., Shoe Co., Chicago, Ill....... 56 
Stacy, Adams Co., Brockton, Mass........ 54 


Stetson Shoe Co., South Weymouth, Mass.. 10 
Woodbury Shoe Co., Derry, N. H......... 28 
United Shoe Mfg. Co., St. Louis, Mo....: 32-33 


LEATHER AND OTHER MATERIALS 


Essex Rubber Co., Trenton, N. J........... 4 
Evans, John R., & Co., Camden, N. J..... 26-27 


Foerderer, Robert H., Inc., Philadelphia, Pa. 45 





Gallun, A. F., & Sons, Inc., Milwaukee, Wis. 8 
Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 


Hamel, L. H., Leather Co., Haverhill, Mass. 
4th Cover 


Lawrence, A. C., Leather Co., Peabody, 
PO Pe RO Pee rr ir Fa 61 
Lima Cord Sole & Heel Co., Lima, Ohio... 49 


Surpass Leather Co., Philadelphia, Pa..... 57 
Richard Young Co., New York City...... 57 
Ziegel Eisman Co., Boston, Mass.........-- 57 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass.......... 72 


Littleway Process Co., Boston, Mass....... 59 


Mears, Fred W., Heel Co., Inc., Boston, 
BD, ecenccacceescvccestdsedeesssedncas 68 


Pee Chee Cleaner Mfg. Co., Cleveland, Ohio. 63 
Spaulding Fibre Co., No. Rochester, N. H. 


3rd Cover 

United Last Co., Boston, Mass............ 52 
United Shoe Machinery Corp., Boston, 

ME, 0:6:6s.c00-00 40 0bbeecuee cee 2nd Cover, 2 


Vulcan Corporation, Portsmouth, Ohio 
Front Cover 


SHOE ACCESSORIES 


Pats Co., The, Danbury, Conn............-- 62 
Schaeffer & Co., Reading, Pa............. 65 
Shoe Lace Co., Ltd., Providence, R. I..... 71 
Williams Mfg. Co., Portsmouth, Ohio...... 62 


SHOE STORE EQUIPMENT 
Camden Aircraft Co., Chicago, Ill.......... 67 
Dave’s Display Decorations, New York City 67 
Pollinger, M. D., Co., Cincinnati, Ohio.... 67 


Shoe Form Co., Auburn, N. Y........... 61-62 
MISCELLANEOUS 
Edgar, Geo. B., Coshocton, Ohio........... 67 
Glauberg, Max, New York City........... 67 
Hotel Bretton Hall, New York City........ 67 
Hotel Forrest, New York City............. 61 
Hotel Morrison, Chicago, Ill............... 63 
Hotel Paramount, New York City........ 61 
Hotel Winthrop, New York City........... 67 
Kirsch-Blacher Co., Inc., New York City... 67 
Mandel Engraving Co., Milwaukee, Wis..... 67 


National Shoe Retailers Association, Chi- 
RG Eis istics ceive 6-08.0bs ese gdved cian 43 


Poster & Deutsch, New York City......... 67 
Simon, I., Co., New York City............ 67 
Stephenson Laboratory, Boston, Mass..... 67 
United Hotels of America.................. 65 


70 





Merchandising Men’s Slippers 
[CONTINUED FROM PAGE 64] 


assortment idea necessitates an ad of 
at least 400 lines, preferably 600. 

Displays. Displays are a greater fac- 
tor in selling than newspaper advertis- 
ing. So much slipper buying is impulse 
buying that every means should be 
used to capitalize it. Window displays 
are the most effective, and here slip- 
pers may be combined with other gift 
items without losing much of their 
effectiveness. Department displays 
should create the idea of assortments. 
The displaying of slippers at places 
where people wait for elevators, in 
gift shops and especially in men’s robe 
departments is recommended. 

Personnel. A considerable amount of 
selling control is possible with a well 
trained sales force. 

(A.) Many features are not obvious 
to the average customer and have to 
be sold. 

(B.) Additional sales are possible by 
suggestive selling. 

(C.) Credits and exchanges are de- 
creased by furnishing the customer 
with the right slipper—right as to use 
and size. Where size information is 
lacking, the use of a hosiery-slipper 
size table is helpful. 

(D.) Accurate attention to carrying 
out customers’ instructions as to wrap- 
ping and delivery will avoid ill-will and 
create’ good-will. 


California Changes 


SAN FRANCISCO, CAL.—Recent busi- 
ness changes in northern California in- 
clude the following: Carrol Rosenstein 
has sold his retail shoe shop at 120 
N. K St., Tulare, to Peter Cooper. 
George Hitchens is opening. The Boot- 
ery on Broad St., Nevada City, Cal. 
H. C. Mitchell and Louis Arnold have 
opened a branch store of their M & A 
Shoe Mart at 1345 Park St., Alameda. 
The Star Shoe Stores will open a shop 
in the new building being erected at 
Pierce and Chestnut Sts., San Fran- 
cisco. Henry Henrichsen has opened 
the Capitol Shoe Shop at 437 Main 
St., Watsonville. Robert E. Carr is 
opening a shoe shop in Grass Valley, 
Cal. Neil & Hord, operating a shoe 
shop in Reedley, advertise a closing 
out sale. J. Carter’s Shoe Store, 514 
Seventh St., Oakland, has been sold 
by Fanny Carter to Reuben Arakelian 
and Jacob Krikorian. 
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m MANUFACTURERS—because they 
prefer to use laces of proven value. 66 years 
of lace making experience together with 
modern equipment and methods have pro- 
duced a complete line of laces for every 


type of shoe that represents maximum value 


for the price. 





Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 


cently perfected. pay an attractive profit. 
josco FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., 
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m RETAILERS—because they know the 
sales value of such important little details 
as shoe laces—one of the visible signs of in- 
herent quality in the shoe itself. Shoe laces 


also find a ready sale as replacements and 


BOSTON, 





RE eee _ 











PP rs pi 





Good shoes, yes- 






These 8 HIDDEN VALUES 
built in with a putty knife 
1 Resists Moisture 

2 Assures uniform flexibility 
3 Prevents squeaks 

4 Will not crawl or bunch 

5 Prevents air pockets 

6 Aseures even wear 

7 Adds the wear of a Middlesole 
8 Helps you sell more shoes 











INVISIBLE MIDDLESOLE 


4 
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- = = YOU CAN 
MAKE BETTER 

















A putty knife is all the equipment you need 


for filling your shoes with Invisible Middlesole . . . 








building better shoes. Invisible Middlesole spreads 
like putty and in one simple operation you have 
added all of the many outstanding advantages this 


new scientific bottom filler affords. 


Send for a sample can today 








A VULCO PRODUCT made by { 


BECKWITH MANUFACTURING COMPANY 


STATLER BUILDING - BOSTON, MASS. 
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The Reason Why the Wise Retailer Specifies 
PAULDING'S 
SHANK-FIT 

Counters 


a 










ORDINARY 
COUNTER 


SPAULDING’S 
SHANK FIT 
COUNTER 


The pictures tell the story. 


The ordinary counter is moulded at the heel-seat only. The 
other delicately modeled lines of the last must be secured by 
] the shoe making process. 


How much easier and more accurate and permanent are the 
lines of the SPAULDING SHANK FIT COUNTER, which are 
secured in the counter making process (methods patent). 


Make sure that your shoes have this new, perfected, improved 
counter. 


TELL THE MANUFACTURER’S SALESMAN— 


“I would like to have 
Spaulding’s Shank Fit Counters.”’ 


“YES, THERE’S A DIFFERENCE!” 








COUNTER MAKERS FOR 
OVER 30 YEARS 
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| IORTH ROCHESTER NEW HAMPSHIR 
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Boston Office: 203°B Alban 
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NO. 8 OF A SERIES PRESENTING SPAULDING’S COUNTERS TO SHOE BUYERS EVERYWHERE 


‘Look at the Linings” 


ign) tapas 


relia 


Mr. Frank Cahill | | 


of DYER & HALL SHOE CO. 
AUBURN, MAINE 


Says eee “Specialization is certain to re- 
sult in a better product. The 
extensive use of your lining 


leather today is evidence of its TC oan Sot eal 
ESE] 


superiority.” 4 
LINING 


In order to meet the fullest requirements of manufacturers and merchants, 
lining leathers must have unique qualities. Knowing this, the L. H. Hamel | ; io AAP H k. kR S 
Leather Company has perfected and specialized in the production of just such 
leathers. Indisputable evidence of their worth is found in the extensive use and 


endorsement by such well-known manufacturers as the Dyer and Hall Shoe Co. ER, $ 
¥i 
© 6 


L. H. HAMEL LEATHER Co. eee 


ea 
1 


SPECIALISTS IN LINING LEATHERS ga 
NU-PROCE 


TANNERY AT HAVERHILL, MASSACHUSETTS 
BOSTON SALES OFFICE: 164-168 SOUTH STREET 
SEER EEE 


a 


WILLIAM G. BLAIN GEO. W. NEWMAN JOSEPH S. SALOMON 
Philadelphia, Pa. LEATHER Co. Seiderman, Salomon Co. 
Columbus, Ohio New York City 


JOHN B. DAILEY & CO. 
St. Louis, Mo. NORMAN NELSON F. DOLL & COMPANIA 


JOHN T. QUINN St. Paul, Minn. Havana, Cuba 
Rochester, N. Y. A. G. MOONEY, LTD. JOHN R. H. WARD 

GEO. W. NEWMAN Montreal, Canada Milwaukee, Wis. 
LEATHER CO. RAYMOND H. THAYER 
Cincinnati, Ohio London, England ia 
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